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Jewellers plan 


national drive 


A committee has been set up 
by the British Watch and Clock- 
makers’ Guild to consider the 
methods to be used to advertise 
the Guild. At the annual general 
— eS ae — was 
voted for expenditure during the 
present financial year on national 
press advertising. 

The committee is being assisted 
and advised by L. Allan, editor 
of the Jeweller and Metalworker. 

The Guild advertisements are 
expected to direct the attention 
of the public to the advantages 
of dealing with the establish- 
ments of members of the Guild, 
and who display the Guild's 
emblem. 

At the annual 
was little srpcetion to 

l, which was introd by 

. O. Reynolds, the secretary. 
He appealed to members for 
suggestions and ideas for their 
advertising campaign. 


Screen publicity at 


Olympia 
Visual aids are making 
important contribution to 
success of the Production 


an 
the 
and 
Laundry Exhibitions at Of pia. 

At the Production Exhibition, 


Cintel—the Rank Group com- 
pany—are pioneering an im- 
poreaat development in bringing 
‘ord’s Dagenham factory to 
Olympia on the screen. 
Sound-Services are operating the 
official cinema, showing films 
describing the activities of G.B. 
Equipment, B.B.D.A., Shell-Mex 
& B.P., Unilever, Philips Electric, 
D.S.LR. and the British Produc- 
tivity Council, In addition, 
Brook Daylight Continuous Pro- 
jectors are operating on 
stands of six exhibitors. 


To The Editor... 


Students who are 

‘unlikely to pass’ 

Sir,—It has been rising to 
read some of F. W. Jefkins’s re- 
ported comments with regard to 
those students who are taking the 
examinations for the Advertising 
Association diploma each year. 

In pointing out that all students 
studying for the examinations 
should be members of the 
ee | Students’ a 4. 
was repo as saying: “ 
the large number ng failures 
which occur every year in the 
D.A.A. examinations are con- 
sidered, and allowing for those 
who are never likely to pass”; 
then, in my opinion, he makes a 
big psychological blunder in this 
statement. 

If the attitude of Mr. Jefkins 
is held by the Society itself and 
other diploma holders, there is 
every reason why we must lose 


THIS WEEK 
How Irish leather has gained 
by advertising—page 114. 
NEXT WEEK 
It’s under-advertised: 
Laundries. 


so many young people who give 
up hope during this strenuous 
course, with the feeling that they 
are oot one of “those who 
are never likely to pass.” Surely 
the attitude that should be 
stressed is that every oo 
man and woman is a potentia 
holder of the A.A. diploma. 

Nobody doubts that it must 
be a great asset for students to 

members of the Students’ 

Circle, as Mr. Jefkins suggests, 
but our art of persuasion should* 
surely be more subtle to achieve 
a 100 cent reaction that is 
favoura 


ALAN 
3 Woodstock Street, W.1. 


Mammoth posters 


Sin,—In your issue dated July 
1, was a paragraph to the effect 
that a poster advertising the 
Northern Command Tattoo in 


“... said to be one of the largest 
posters ever to appear in the 


city.” 

Xs the interests of accuracy we 
would like to point out that in 
the first place the advertisement 
was not a poster but a sign 
painted on canvas or linen and 
affixed to a wall. Further the 
measurement of 18 ft. x 15 ft. is 


the equivalent of slightly over a 
64-sheet double-crown. There 
are a number of 64-sheet and 
80-sheet posters appearing 
throughout the city, and there is 
at least one 9%6-sheet. 

In a magazine named Billpost- 
ing and Outdoor Publicity, and 

ublished by the Record Co., 

td., of London, issue of June, 
1903, there is a letter to the effect 
that there was at that time 
appearing in Leeds the equivalent 
of a 700-sheet double crown. 
This was for Nestlés Milk. In 
March of the same year there 
was also reference to an Oxo 
poster exhibited in the city, 
which was the equivalent of a 
624-sheet double crown. 

We also have in our possession 
a photograph of one of ou: 
hoardings in Upper Headrow 
(now part of The Headrow) and 
showing on a gable is a poster 
advertising Perry’s Powders, 
which in size is the equivalent of 
a 440-sheet double crown. 

In 1922 we had a large hoard- 
ing along the canal bank and 
facing what was then the Mid- 
land Railway line into the city. 
On this hoarding there was for 
a eonsiderable time displayed a 
poster for B.S.A, Cycles. This 
was 83 ft. 4 ins. wide and 20 ft. 
deep, which is the equivalent of 
a t double crown. 

Yours faithfully, 


J. Denton. 
Sheldons Ltd., Leeds. 


Woolly writing 


Sin,—As a purist, | am less 
offended by “More people drink 
... than any other brown ale,” 
than by the current perpetration 
of a leading detergent advertiser 
who claims that “. . . boils spot- 
less” ! 

But as a modern copywriter | 
realise that “. . . boils spotlessly” 
would be altogether too precious 
and too much of a mouthful, 
too. 
We must remember that in all 
forms of mass-product advertis- 
ing copy it is more important to 
make a crisp clear, concise com- 
munication than to write donnish 
English. 

This is not to excuse careless- 
ness or woolly writing. Quite 
recently I felt bound to admonish 
a famous advertiser in The 
Times gardening columns for the 
following, which is quite inex- 
cusable: “An essential i 
plant of infinite charm, I am 
offering some exceptional, etc., 
etc.” BARRINGTON BREE. 


114 Wigmore Street, W.1. 


Photo-strips in 
ad feature 


This week, four manufacturers 
— Formica, Britect, Black and 
Decker, and Muraplas—join 
together with Picture Post in a 
one-page feature entitled “Do It 
Yourself,” a page of practical 
advice on jobs anyone cin do in 
the home. All four eadvertise- 
ments are in standad_ strips, 
using squared-up photographs to 
illustrate application of the 
product. 

This format was decided upon 
as being the best way to combine 
reader interest with product 
selling. 


TV firm buys 
journals 


Telenews Productions, U.S.A., 
which specialises in television 
film programmes for industry 
and government, has purchased 
the Industrial Publishing Co. of 
Cleveland, Ohio. 

This group plans to acquire a 
number of existing magazines, 
and to bring out several new 
business publications. 

Industrial Publishing, which 
now becomes a division of Tele- 
news, will continue to be repre- 
sented here by John A. 
Lankester, as manager of the 
London office. 


Too ‘bashful’ on 
publicity 


At a meeting of the Worthing 
town council, Ald J, A. Mason 
protested that Worthing had the 
“weakest publicity of any town 
in the country.” Mentions of 
the town in the national press 
were rare, and for this he blamed 
a publicity committee which he 
described as “bashful.” 

Latest budget for Worthing’s 
publicity committee is £6,700. 


DUALITY SILK SCREEN PRINTING 
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SAMPLING 
AND 
CIRCULARISATION 
FOR 1955 


If you are considering sampling and circularisation schemes for 
your 1955 selling and advertising programme, get in touch with us 
now. Circular Distributors Ltd. are the only organisation offering 
a nation wide house-to-house distribution service. Sampling has 
proved so successful for many of our clients that already we have 
extensive bookings for 1955. If you are thinking of house-to-house 
distribution you are advised to make provisional reservation now. 
If you do not know the full details of our service send for our 64 
page booklet “Sample and Circular Distribution in Great Britain.” 
It gives up-to-date housing figures for marketing and administrative 
areas throughout the U.K. ; the number of teams and time required 
for distribution ; and direct mail figures for rura) areas. 


CIRCULAR DISTRIBUTORS 


LIMITED 


21 LEIGH STREET, LIVERPOOL | ° TELEPHONE: ROYAL 8861/8 
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Be aati 8) 


WOMAN AND BEAUTY opens the autumn season 
with a special issue dated October, on sale September 10. 


This issue contains a brilliant review of 


coming fashions, with sketches by the famous 


French artist, Demachy. It introduces a new and - 


novel beauty and fashion feature and includes 
a most attractive Presentation Booklet. 
: y 4 4 This special Autumn number of WOMAN AND BEAUTY 


will be nationally advertised and a large increase 


peers in sales is certain. If you have not already 
fe 5 
Ea booked space, you are advised to do so right 


#s 7 ,L, 2 away as it goes to press on August 11. 


issue dated OCTOBER 
On Sale September 10 - Press Day August I! 


Britain’s Leading Beauty and Fashion Magazine 
An A.P. Publication * 2/- Monthly * Page Rate £150 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON, £.C.4. CENTRAL BoBo 
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NATIONAL READERSHIP 


CLUBS STUDY 
NEW PLAN 


Following a decision of the 
Club Development Committee 
not to accept proposals in the 
Miles Thomas Development 
Committee report for regionali- 
sation, an alternative scheme 
is now being consideréd. 

This would provide for four 
meetings to’ be held annually 
in January, April, July and 
October. As many delegates as 
possible would attend the first 
three, but the October meeting 
would be a focal point in the 
year’s work and would attract a 
full attendance. It would last 
not less than a day and a half, 
and would probably be in the 
Midlands. This would ensure 
that clubs which could not afford 
to send delegates to all meetings 
could attend a gathering which 
would have “the atmosphere of 
an annual general meeting.” 

An ad hoc committee has 
been set up to examine these 
proposals. 


Time-sharing on 


commercial TV 


In the House of Lords, the 
Postmaster-General, Earl de la 
Warr, stated that he considered 
the “best system” to introduce 
genuine competition in com- 
mercial television would be one 
of time-sharing. 

The whole network, he said, 
would be allocated between two 
or more contractors, each having 
sole use for a number of days 
a week. 

“I think this should be sup- 
plemented by smaller local com- 
espe Hu in the individual regions,’ 


“So far as I have been able 
to ascertain, a large majority of 
the companies considering 
applying to come into this 
scheme—in fact, all but one— 
favour this sort of scheme. 

“It also appears to be suitable 
to the advertisers, who naturally 
want national coverage.” 


Publishers and agents 


co-operate on research 


The National Readership Survey, published by the Institute 
of Incorporated Practitioners in Advertising, breaks new 
ground in three important particulars: 

1. It is the first of such surveys to be sponsored jointly 

by publishers and representatives of the advertiser. 


2. It is the first survey of this nature to use the random 
sample method. 


3. It is the first survey to include “profiles” of readers— 
an innovation in survey presentation. 


The survey shows the com- at the same time show the rela- 
position of the readership of tive strength of the same attri- 
individual publications in the butes among readers. 
terms of as many attributes, Duplication tables provide an 
characteristics and possessions as_ estimate for each publication 
are capable of reliable measure- group of the audience exclusive 
ment. to individual publications in the 

The readership within each group, and can indicate which 
group or sub-group is expressed combinations of papers will 
as a percentage of the publica- afford most opportunity for an 
tion’s total readership advertisement to be seen.. 

There are re — ‘and class The LLP.A. has expressed its 
breakdowns. e@ survey shows -. indebtedness to the pub- 
how many readers have lish of newspapers, maga- 
cars, television sets, aneing zines and periodicals whose 
machines; how many smoke a financial contributions have 
how —_ drink beer, spirits, or made possible the preparation of 
soft drinks; how many women the survey and has also ack- 
are gainfully employed; how  nowledged the assistance of the 
many housewives have children advisory committee which was 
in varying age groups. set up by the contributors to 

Certain of the tables show the advise on matters of presenta- 
penetration by publications of tion and distribution. 
important Re ge - groups The survey is further dealt 
with particular attributes, and with on pages 100, 106 and 108. 


SURVEY 


Points from 
the Survey 


©The estimated number of 
adults reading the 11 national 
Sunday newspapers is given as 
33,887,000 (91 per cent of the 
total adult population). Aggre- 
gate readership of these papers 
is shown as 78,346,000, 


® An interesting feature is the 
extent to which some women's 
periodicals are shown to be 
read by men. 


® Readership of nine national 
morning newspapers is com- 
puted at 30,139,000 (81 per 
cent of estimated adult popu- 
lation). 


® On the average each reader of 
a national Sunday sees more 
than two different papers. 


® The survey estimates that 40 
per cent of the adult popula- 
tion take no evening paper. 


® Five religious periodicals com- 
manded an estimated reader- 
ship of 1,418,000. 


® Readership of the 10 general 
weeklies under survey was 
shown as 26,982,000 and of 
the eight women’s weeklies as 
12,818,000, 


®An estimated 2,513,000 read 
provincial morning papers but 
no national morning. 


The Gas Council use 
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ADVERTISER'S WEEKLY 


100 
1IPA SURVEY—'A RED LETTER DAY FOR THE BUSINESS’ 


Jury 15, 1954 


Publishers demonstrate their faith says 


READERSHIP OF NEWSPAPERS 


Newspaper Circulation Adult readers Adult readers 
per copy 

rm 4 Mirror 4,608 ,000 12,789,000 28 
Daily Express 4,133,000 11,608,000 28 
Datly Herald 1,865,000 6,786,000 36 
Daily Mail 2,170,000 5,839,000 2-7 
News Chronicle 1,361,000 3,796,000 28 
Datly Sketch 798 000 2,540,000 3-2 
Datly Telegraph 1,024,000 2,527,000 25 
The Times. 221,000 880,000 40 
News of the World 8,139,000 20,315,000 25 
People : 5,140,000 14,254,000 2-8 
Sunday Pictorial 5,373,000 13,655,000 25 
Sunday Express 3,248 000 8,298,000 26 
Sunday Dispatch 2,733,000 6,374,000 23 

re News 1,939 000 5,468 000 2-8 
Sunday Graphic 1,139,000 3,029,000 27 
Sunday Chronicle 875,000 2,268 ,000 26 
Reynolds News 656,000 2,034,000 31 
Observer we 04 500,000 1,332,000 27 
Sunday Times os aa 551,000 1,319,000 24 
Daily Dispatch (Manchester) 451,000 1,190,000 26 
Daily Record (Glasgow) 333,000 853,000 26 
Manchester Guardian 138,000 545,000 9 
Sunday Post (G\asgow) 1,000,000 2,779,000 28 
Sunday Mail (Glasgow) 625,000 1,319,000 21 
Sunday Sun (Newcastle) 208 ,000 554,000 2-7 
Evening News (London) 1,453,000 3,832,000 26 
Star (London) ; ‘3 1,101,000 2,858,000 26 
Lvening Standard (London) 767,000 2,133,000 2-8 
Manchester Evening News . . 334,000 1,103,000 33 
Liverpool Echo é of 385,000 1,044,000 27 
Yorkshire Evening Post .. 253,000 792,000 31 
Manchester Evening Chronicle 265,000 788,000 3-0 
Birmingham Evening Mail . . 293,000 776,000 26 
Glasgow Evening Times... ie 246,000 662,000 2-7 
Express and Star (Wolverhampton) 189,000 623,000 33 
South Wales Echo (Cardiff) et 152,000 538,000 3-5 


FLYING SQUAD SERVICE 


TO 


HELP INTERVIEWERS 


Discussing the organisation of 
the field staff, the survey report 
states that the wide distribution 
of the sample and the shortness 
of the time available, which re- 
quired over 300 successful inter- 
views or about 450 calls per day, 
clearly necessitated the employ- 
ment of a large field force. 
Accordingly experienced inter- 
viewers were selected who were 
resident in or near each of the 
720 third stage sampling units, 
and who were available on a 
part-time basis. This arrange- 
ment enabled interviewers to 
work with persistence, without 
incurring prohibitive costs and 
without the strict deference to 
time-tables which mobile inter- 
viewers must observe. 

The field was divided into 
eight supervision areas, in each 


FINDING THE LADY 
A famous actress was selected 
as one of the subjects for an 
interview. She was pursued 
diligently from theatre to theatre 
across London—and was finally 
interviewed in Yorkshire. 


of which a full-time supervisor 
was appointed, The supervisors 
were all themselves experienced 
and well tried interviewers. 

The interviews in each of the 
third stage sampling units were 
divided into two assignments, 


making a total of 1,440 basic 
assignments, each consisting of 


12 selected individuals and four 
or five selected addresses. As- 
signments were combined into 
groups of up to eight for which 
a team leader was responsible 
with up to seven interviewers. 

Nearly all team leaders had 
telephones and either cars or 
motor-cycles; their teams re- 
ported to them once or twice 
weekly. The leaders co-ordinated 
and encouraged the efforts of 
their teams and in this way diffi- 
culties were either resolved 
within the team or by consulta- 
tion with the supervisor. In 
exceptional cases problems were 
referred to headquarters. 

The formation of these teams 
gave the interviewers a sense of 
esprit de corps in their work. 

It was realised at the outset 
that special provision would have 
to te made for following up 
those who had moved outside the 
interviewing districts, and to pro- 
vide special help in some of the 
more remote and “difficult” 
districts where progress would be 
slow. For this reason a special 
corps of “trouble shooters” was 
established consisting of experi- 
enced and fully mobile inter- 
viewers with their own means of 
transport. For ychological 
reasons, these were known as the 
“Flying Squad.” 

The following were engaged in 
the fieldwork: Supervisors—9; 
Team leaders—48; Interviewers 
ar Flying Squad—23; Total 
584, 


IIPA’s president 


The National Readership Survey, published by the Institute 
of Incorporated Practitioners in Advertising, was introduced 
by the president of the Institute, Col. Alan M. Wilkinson, at 
a cocktail party at the Savoy Hotel, London. 


Not so many years ago those 
who bought space, he said, had 
very little to guide them beyond 
phrases like “a leading national 
daily,” or “the best read women’s 
weekly.” Then, after the first 
world war, came the develop- 
ment of research and the advent 
of the Audit Bureau of Circula- 
tions. 

Now we were living in an age 
of realism, and buyers were no 
longer interested in chasing will- 
o’-the-wisp ideas; they demanded 
evidence. He referred to many 
hee surveys, some by pub- 
ishers about their own papers, 
others on a national scale, which 
were excellent and valuable. 
Previous surveys by the Institute, 
in 1939 and in 1947, had been 
paid for by their members. 

“This is the first survey carried 
through jointly between pub- 
lishers and representatives of the 
advertisers,” he added. “We 
joined hand in hand at the start, 
but there has been no _inter- 
ference whatsoever by publishers 
with the research findings.” 


mest congratulations on their 
wisdom, confidence, and fore- 
sight in backing the ject. 

He emphasised that the 


absence of some publications 
was due solely to considerations 
of time and space, and was in 
no way an adverse reflection on 
their value as advertising media. 

The Institute, he said, offered 
an “After Survey Service.” The 
cards on which all details were 
recorded had been kept, and 
they anticipated regular inquiries. 
No one would suggest this was 
the last word in research— 
experts, after all were always 
striving to better their best—but 
it was, like all good research, an 
honest attempt to seek the truth. 


Most important thing 


And the way in which it was 
carried out was, perhaps, the 
most important thing about it, 
because it was evidence of mutual 
confidence and respect. 

Leslie W. Needham, chairman 
of the advisory committee, en- 
dorsed Col. Wilkinson’s remarks. 
The publishing interests he said 
paid their money in good faith 
—and let the Institute get on 
with the job. 

Publication of the Survey, he 
said, was a real red letter day for 
the whole business. Regarding 
the Survey as an important step 
forward, Mr. Needham also paid 
tribute to the work of Hultons 
in getting the advertising business 
“statistically conscious.” 


FIGURES FOR OTHER GROUPS 


Publication Circulation Adult readers Adult readers 
per copy 
Radio Times 7,862,000 19,062,000 24 
Reveille és - a ™ 3,714,000 9,612,000 2-6 
Picture Post .. - e in 1,010,000 4,075,000 40 
John Bull be 6 ; 1,133,000 3,796,000 3-4 
Mlustrated 4 1,065,000 3,420,000 3-2 
Weekend Mail 1,672,000 3,308,000 20 
Tit-Bits - e 984,000 2,745,000 28 
Thomson's Weekly News 1,200,000 2,484,000 21 
Everybody's .. na 785,000 2,407,000 31 
Punch 143,000 677,000 47 
Reader's Digest 850,000 2,797,000 3-3 
Lilliput 6’ 200,000 932,000 47 
Men | sm 123,000 722,000 5-9 
London Opinion 152,000 585,000 38 
Woman ‘> 2,837,000 7,659,000 2-7 
Woman's Own 2,221,000 5,909,000 27 
Woman's Weekly .. 1,843,000 3,260,000 18 
Woman's Illustrated 513,000 1,364,000 27 
Home Chat .. be 267,000 713,000 27 
Woman's Companion 214,000 637,000 30 
Home Notes - 273,000 612,000 2-2 
Woman's Pictorial .. 161,000 464,000 29 
Woman and Home .. 940,000 1,744,000 19 
Vogue a 150,000 1,258,000 8-4 
Good Housekeeping. . 187,000 961,000 S1 
Wife and Home 296,000 936,000 3-2 
Woman's Journal 286,000 763,000 27 
Ideal Home .. 161,000 745,000 46 
Everywoman ue 330,000 729,000 2-2 
Homes and Gardens 143,000 707,000 49 
My Home >i 476,000 702,000 1-5 
Housewl/e 200,000 621,000 31 
Modern Woman 222,000 » 565,000 2-5 
Universe 242,000 585,000 2-4 
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--- while the Survey is studied 
Circulations are 


still going up 
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Hamburg 


Conference 


YOUTH 


Circulations continue to rise, judging by the latest A.B.C. 
or other certified figures. Impressive increases are registered 
by the Kemsley group, total sales of which during the first 
half of this year were 8,017,006—131,549 more than the same 


_ DELEGATES 
CHOSEN 


period a year ago. Provincial rises are prominent. D. F. White H. Hughes 
Among individual Kemsley 

papers the following increases The Advertising Association media department of T. B. 

were registered over the 12 has nominated the two youth Browne Ltd. 

months: Sunday Times, 46,303; delegates who will be guests of Mr. Hughes is 23 and will be 


Sunday Graphic, 48,937; Sunday 


may be developed—pages 106 
and 108, 


| Latest figures | 


@ Continued in Stop Press 


the organisers of the Youth in 


sitting for the Institute examina- 


Printing unions are hoping for 
a compromise settlement. 


Mail, 19,973; Daily Dispatch, Advertising Conference to be tion finals in December. He is 
14,003; Daily Record, 5,790; held in Hamburg, August 29- honorary secretary of the Pub- 
Manchester Evening Chronicle, Aud. Sales September 4. licity Club of Sheffield education 
12,903. Jan.- July- They are Donald F. White, committee, and he lectures on 
The Glasgow Evening Citizen poerf aur client service executive with marketing and advertising ad- 
sales for the six months to pines Statistics Ltd., London, yo meee to classes for the 
June 30 averaged 202,916 copies Sunday Times 577,869 | 551,042 an Hughes, progress manager iploma examination. He has 
per day, a al for the ae Fer dpe ahs'462 Os'ss3 of Oclrichs Advertising Ltd. also done much work for the 
paper’s 112 years of existence. EmpireNews  .. | 1,961,230 | 1,938,661 Sheffield. They are both diploma youth club movement and for 
The previous six months’ figure o> Sun, New- sees! ants members of the Association. the Boys’ Brigade. Mr. Hughes 
was bed ne Meg ae Souiay Mail, Scot- ’ ° P oe White, who is a was the has been with Oelrichs for 24 
Guardian has risen from ’ land ‘ 645,078 624,704 rst prize-winner in last year’s years. 
to 146,146. dl Dispatch ” 451,432 | 450,853 D.A.A. examination and the only Three representatives from 
owt North Mat | 131.016| 129,84, Person to gain a distinction in Ireland will attend the Youth in 
. Sheffield Telegraph | 103,226 | 102,855 this year’s final examination of Advertising Conference at Ham- 
Controlling Daily Record, Seot- 999.901 | 392.928 the Institute of Incorporated burg—William Bergin and Miss 
° land ‘Jamia : , Practitioners in Advertising, Be- Maura Fox (both of Janus Ad- 
committee Aberdeen 67,962 | 66,963 fore poining Attwood’s he was  vertising) and Thomas Milner 
The LLP.A. appointed , tw tl Mail, 79,664 78,07, manager o the marketing and (Esso, Ireland, Ltd.). 
controlling committee whic Evening Chronicle, 
was responsible for the pre- Manchester 268,841 | 264,662 
peration sad publication of « Neweasle 270,928 269,791 
its readership survey. Star, Sheffield... , : 
S. H. Benson Lid., acting} "S1idSiesbrough’ | 111,725 | 109,586 
as agents to the Institute, Evening News, } i? 
carried out the detailed plan- Glasgow 137,549 | 137,587 
ning-of the survey and pre- —. = Express, 79,410 78.629 
nates of Ge saat. ‘| Northern "Dal Dal iy ( . 
appoint ial Surveys efegn 
to carry out field work and} PUM i- pg: | 108998 | 105,378 
tabulation. 2 y Cardiff " 132,993 nst.ope 
— controlling committee Wee ae Express ee gt 
Chairman, Hubert § A. Macclesfield Times , ; 
Cupeee. nay aepat| | 
Deputy chairman, Col. G. Cardiff Times . 19,218 | 19,476 
"RA. Ber oan, | fat] sen 
we gt Damen a Sindeand Echo 81.745 | 80.771 
a Tee oe ——— Members of the new international public relations group, |. to r.: 
" server and Times 4 
- oo tepy me ee gree nen jd otiice i. a0 Pie} Franck Bauer, Eric Cy pres, Alan Campbell-Johnson and F. Hollander, 
committee), Barnsley Chronicle ° 
“tue. Bates @ and. York- . New international 
Kendall, professor of statistics} pininet” News| “| 399% STRIKE THREAT p 
in the University of London, series .. 45,643 44,922 The di - ‘ , PR service 
and director of the division Darlington __and @ dispute between two print- _ 
f vesearch techalewes of th Stockton Times 35,490 35,237. ing workers’ unions over printing ' Campbell Johnson Ltd., 
7 rey Bo fe “yd Ssen Cree 36,442) 35,473 the Daily Sketch has been re- London, are the British members 
gees ee mapas pa Pe ferred to a disputes committee of a new international public 
and Political Science. graph and Post. . 24,330 24,441 C 
Alec Rodger, reader in County ¢ aa of the T.U.C. general council. relations service. 
cholosy in the Liniversit = - 43.860 42.499 Members of one of the unions, The other four members are: 
OL read at Birkbeck Cot. Enfield and Pal- “ , the Printing Machine Managers’ Eric Cypres and Associates, 
ke yo a A mers Green Trade Society, are to strike if Brussels; Franck Bauer and 
, - -_ L. Pp Per 4,433 4403 no settlement is reached before Associates, Paris; F. E. Hollander 
director of the Institute Newspapers .. 88,140 86,236 the end of this week. , and Partners, The Hague; and 
The secretary of the com- — - Daily | 93.908 *1.900 The report of the disputes Hill and Knowlton, Inc., New 
mittee was G1 Gale, re- PP An War- : . committee is expected to-day York, who have also established 
search officer of the Institute wick, Kenil- (Thursday) so that there would a subsidiary company in Sydney. 
: worth and Dis- be time to cancel strike notices Each of the organisations is 
oe 10,091 9.661 if it leads to a settlement owned and operated by nationals 
‘ ON OTHER PAGES: Eastern Evening , . Under an N.P.A. agreement if of the conta in which it is 
taken to ensure News, Norwich 59,694 | 61,665 one paper is prevented from pub- _ established e members of the 
the accuracy of the present "sins News and | lishing strike action, the group can handle problems re- 
Survey, and indications on the Mail, Portsmouth 105,050 | 105,174 others a iro from publishing ting to particular interests in 
lines on which future research  ugrnsey Evening | 11,059 4/80. their respective countries, or act 
“* * ’ ' ’ 


as a unit for clients at inter- 
national level. 
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Diploma examination results 


UCCESSFUL candidates in the four divisions of the 
Advertising Association’s diploma examination are listed 
below, together with the names of prize-winners. Prizes are 
awarded on the final papers in the examination—Division 


“DD.” The first and 
distinction. 


Division “D” (Prize Awards): 

*ist Prize (30 guineas), S. N. 
Shamsie, c/o Grindlays Bank, 54 
Parliament Street, S.W.1. 

2nd Prize (20 guineas), E. 
Quayle, 12 Hickman Road, Chad- 
well Heath, Romford, Essex. 

*3rd Prize (10 guineas), R. T. 
Millard, 45 Radley House, Park 
Road, don, N.W.1, 

* Also passed in Division “C” 
as well, 

The first three candidates in 
the other divisions were as 
follows : 
rte <—"s 

H. J, Ramsden, 48 Dacres 
Rosd, Forest Hill, $.E.23. 


prize-winners passed with 


2, S. G, Graham, 4 Addington 
Square, Camberwell, S.E.5. 

3, J. R. Yates, 63 Birley Road, 
Whetstone, London, N.20. 
Division “B”: 

1, W. G. Ashton, The Mount, 
37 Charlestown Road, Blackley, 
Manchester, 9. 

2, Miss M. J. Anderson, 3 
Great ning Se Street, Edinburgh, 3. 

Fama, 122 Beech- 
wanill Gardens, Ilford, Essex. 
Division "A": ; ville 

N Gomm, 37 Beatt 
Gardens, Ilford, Essex. 

2, Miss P. A. Dorrington, 38 
Lyndhurst Drive, Hornchurch, 
Essex. 


Winner comes 
from Pakistan 


First prize-winner, S. N. 
Shamsie, is an art designer in 


has decided that, as students 
attempting both divisions of 
the examination in one year 
seldom do themselves justice, 
candidates will not be allowed 
to sit for both divisions at 
the same time in the 1955 
diploma examinations with- 
out special permission. 


i i Day, , tna 
Village, London, 


FINAL 
Division “D” 

The war" be have orgained the 
diploma the dvertising 
) <=» ad 
LONDON 

Good Pass: B. F. Davis, P. S. 
Earl. 

P O. Barrett, J. E. 


ass; D, 
Bartlett, A. H. Bouldin, J. Caiden, 
D. F. Craft, D, H. Davies, K. J. 
Dea M 


Latin, P Leighton, A. H. I. 
Lonie, H. R, Martin, P, J. McCabe, 
Cc. H. Nicholls, L. P. Pointet, Miss 
O, Share, B. H. Silverman, 

W. Ht H pau, J. F. Sova, R. C. 
BIRMINGHAM 

‘ass: » we tone. 
LEEDS 

Pass: J, W. C. Bull. 
MANCHESTER 


Pass: K. Bossom, D. S. Wright. 


Divisions “C” and “D”" 
LONDON 
Pass in both Divisions: E. P. 
Jones. 


Pass in “C,"’ Good Pass in “D’’: 
Miss T. Pasricha. 
GLASGOW 

Pass in both Divisions: 1. M. 
Keown. 

Other results in the final section 
are as follows: 


Division “C” and “D” 
LONDON 
Pass in “C” only: K, A. Hart. 


Division “C” 
Logos 
Pass: Black- 
wa as ‘ope, ee K. Es emall 
he : Fryers, A. J. 
Wi Miss J, L. Harris, J; R. 
Morris, E. C. McGregor, W. L 
Walters-Page. 
BIRMINGHAM 
Pass: A. Phillips. 
TRY 


NEWCASTLE _ 
Pass: Miss C. A. Swan. 
INTERMEDIATE 
Division “B” 
The following have obtained the 


intermediate certificate : 
LONDON 
Good 


Pass: A. J. Andrews, B. F. 


Andrews, mi o*. ee. & 


Watkins. 

Pass: P. H. Barron, G. J. Brad- 
ford, W. R. Brock, ‘J. F. Bruce, 
. J. Bunby, D. Cann, G. J. 


J. Frankel, C. B. Franks, Miss 
C. M. Gamilin, Miss B. J. Grover, 
D. T.. Hadnutt, M. F. Halton, 
D. B. D. Harper, Miss S. D. Hews, 
R. P. Hooper, H. R. ee Mi 

D. L. Mermikides, M. A. Parker- 
Brady, A. F. vorkinn D. C, Pilton, 
D. J. Potter, oom, D, G. 
Shallcr Mrs. %. Sladek, R. EB. 
Wesson, D. W. Williamson,’ J, M. 


DUBLIN 
Mackenzie, D,. G. 


‘ass: |, M. Glover, T. E. Price. 
LEICESTER 

Pass: F. W. Willbond. 
LIVERPOOL 

Good Pass: D. J. M. Barney. 
MANCHESTER 

Pass: R. F. M. Broughton, C. 


Myerscough. 
NOTTINGHAM 
Pass: R. J. Bee, G. S. Robson. 
SHEFFIELD 
Pass: H. Turner. 
bat moe A tag 
Good Pass: C. G. Pascoe. 


Divisions “A” and “B” 
LONDON 
Good Pass in both Divisions: J. 


Good Pass in “A,” Pass in “B’: 
G. M. Sneath, H. Talbot, R. H. 


lock. 
Pass in both Divisions: N. R. 
Sen-Gupta. 
Pass in “A” only: P. J. Bond, 


R. M. Grosvenor, S. M. Mehrii, 
W. D. Wild, 


COVENTRY 
Good Pass in both Divisions: 
R. C. Francis. 
LIVERPOOL 
Good Pass in “A,” Pass in “B’’: 
D. D. Powell. 
MANCHESTER 
Pass in both Divisions: T. Egan. 
‘ass in “A” only: J. M. 
Malcolm. 


LONDON 

Good Pass: Miss V. E. Brown, 
J. B. Button, W. A. Clarke, J. R. 
Clucas, J. R. epee i A. Dur- 
pat | 2 

honk Miss 
i P. Honey, K. Jacobs, E. M 
Tarling. 


F. U. A. Cassuto, P, B. we 
S. W. Cox, P. J, Fox, M. G. Gold- 

man, O. E. Green, G. C. Hartley, 
Miss P. Heineman, S. S. Hogg, 
J. M. Hooker, R. A. C. Hutton, 
G,. D. James, I. W. Jones, H. M. 
Kheir-cl-Din, P. E. Leney, J. A. 
Newberry, A. R. A. B. Omar, 
0. W. volar V. E. Peeree, Iw 
Penny, E. Perrin, S. M. Phillips, 


A. * Reachili Miss R. Schuman, 
P. D. Scotland, A. R. Scott, Miss 
P. J. Simpson, Miss sy Spring, Miss 
J. A. Stockwell, 1 Turner, 
A. H. Wadge, A. FR Walker, D. A. 
Warren, G. G. Webb, R. B. Webb, 
C2. i, Willcocks, M. H. 
Williams. 
Fw 
J. Corbett, S. N. H 

Smith j Brealey, G 

‘ass: ‘ " 4 
McCorkell. 
eure 

Pass: M. J. C. Brodie. 
DUBLIN 


Good Pass: E. J. Cassidy. 
GLASGOW 

Pass: W. G. Thom 
LEEDS 

Pass: C. Fitzpatrick. 
LIVERPOOL 

Pass: S. J. Tomilins. 
MANCHESTER 

Pass: T. Scott, R. Waring. 
NORWICH 

Good Pass: V. R. S. Powell. 
SHEFFIELD 

Pass: N. Barker, J. C. Wilson. 
OVERSEAS—JOHANNESBURG 

Pass: K. J. Fuller. 


Which of these shoes has been re- 
conditioned?—is the theme of this 


picture, It is bei 
many papers throughout the country 
to illustrate editorial gm for 
Brevitt Shoes’ “First Aid Week for 
Tired Shoes’ this week. 


First aid week 
for tired shoes 


Window display material, edi- 
torial handouts, advertisement 
“mats,” and a suggested letter to 
customers have been supplied by 
Brevitt Shoes to their stockists 
throughout the country for their 
“First Aid Week for Tired 
Shoes,” which ends on Saturday. 

The free window display 
material includes a scroll publi- 
cising Brevitt’s guaranteed recon- 
ditioning service, and folders and 
tags; and a photograph is pro- 
vided to accompany the editorial 
publicity material. 

Brevitt’s agents, the Robert 
Freeman Co., have designed the 
advertisements. 


Advertising tax 


mercial bodies in Italy against 
the Italian Government's decision 
to extend the taxes on adver- 
tising. 

The media department of the 
C.P.V. Italiana advertising agency 
state that these taxes which range 
from 4 per cent to 12 per cent 
were hitherto payable only on 
printed display material, cinema, 
press and outdoor advertising. 

They are now being extended 
to include —t advertising 
matter, inclu leaflets, and 
also radio and television adver- 
tising. 


This section of a 

shows how maiuliehe are tying up 

with “Esquire's” point of sale and 
promotion service. 


window display 


a al 


reproduced in — 
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COMMERCIAL TELEVISION BILL 


Government accept changes in religious 
broadcasting plan 


Three amendments relating to 


broadcasts on 


commercial television were accepted by the Government in 


the House of Lords. 
Earl De La Warr, the Post- 
master General, said that he pro- 
to accept three amend- 
ments which had been tabled by 
the Bishops of Bristol and Liver- 
First, a programme con- 
could not broadcast 
religious services or propaganda 
unless the Authority approved, 
and the Authority would act in 
accordance with the advice of 
the religious advisory committee. 
There was every likelihood that 
the existing B.B.C. religious ad- 


HITTING OFF 
THE ADS 


Redfern’s Rubber Works Ltd., 
are the manufacturers for G. 
Croston, of Liverpool, of Tee- 
Mats, an advertising novelty for 
golfers. It is a circular disc 
which can be printed with an 
advertiser's name or slogan and 
fitted at ground level to an 
ordinary golf tee. 

It is claimed that the mats, 
made in bright colours, make the 
tees impossible to lose, are vir- 
tually indestructible, do not im- 
pede a golfer’s stroke, and present 
the vertiser’s message con- 
tinuously. 


Arranged press 
coverage for 


Mercedes car 


The British press coverage of 
the return to car racing of 
Mercedes models, who won the 
Rheims Grand Prix, included 
yesterday’s main story in Picture 
Post. This was arranged by 
Jerry Ames, of Downtons Ltd, 
who handles Mercedes-Benz 
press and public relations in this 
country. 

Picture Post feature writer 
Trevor Philpott and  photo- 

pher J. McKeown were given 
full co-operation by Mercedes. 

The story appeared three days 
before the Mercedes cars are due 
to make their appearance at 
Silverstone in the Grand Prix, 
organised for Saturday by the 
Daily Express. P 

Tieing up with that meeting, 
many posters for Picture Post 
are to be displayed along all 
roads leading to Silverstone on 
Saturday. e rest of the 4,000 

repared will be distri- 
Puted roughout the country. 
Midland papers will carry 
Picture Post advertisements this 
week-end. 


visory committee would look 
favourably on a request to act 
for both broadcasting bodies. 

Secondly, the committee would 
advise the Authority and not the 
programme companies direct. 

irdly, the second schedule of 
the Bill contained an absolute 
prohibition against associating 
advertisements with religious 
broadcasts and there was special 
reference to the intervals that 
must elapse between any religious 
service and advertisements. 

It was in the interest of the 
programme companies to provide 
religious programmes. They 
would not have a regular body 


of listeners unless on had 
balanced programmes. If the 
did not, the Authority had f 


power to request them to do so, 
and funds available to enable 
them to pay for them. 


‘Standard of advertising was 
never higher 


A vast improvement in the accuracy of advertising and an 
almost complete disappearance of misleading copy has resulted 
from publicity given to the amended Merchandise Marks 
Act, according to Ronald Schofield, chairman of the Retail 
Trading-Standards Association. 

Speaking at the annual meeti 
Schofield added that the stan 
been higher. 

An offending advertisement was now a comparative rarity, 
he said, in contrast with a few years ago when the Associa- 
tion was engaged in what appeared an endless struggle against 
false and misleading copy. 

A hint that the Association might be asked to advise the 
Independent Television Authority on advertising conduct was 
given by Mr. Schofield when he announced that discussions 
had taken place between the Postmaster-General and the 
R.T.-S.A. concerning the lining-up of television advertisements 
with the requirements of the Merchandise Marks Acts. 

Those discussions had been followed by the provision of a 
new clause in the Television Bill setting up an advisory 
committee on standards of conduct in advertising. 


of the Association, Mr. 
of advertising had never 


On Tuesday evening, 


present were (left to right) 


International Toy Fair, R. Bryant, 


Film of ‘Two Freds’ Match 


Presburys, the film producers and 
screen advertising contractors, 
have offered to make a ial 
film of this year’s “Two Freds” 
cricket match, which will be 


gare at Hurlingham on 
ptember 8. 
It is ho that at a later date 


the film will be shown at the 
premises of the Fleet Street 
Column Club, the organisers 
of the match, and elsewhere in 
aid of the National Advertising 
Benevolent Society. 

Bookings for tickets for the 
match are now being accepted 
by A. H. sy gy Oe: Argus 


Press Ltd., and E. H. 
Roberts, of London Press 
Exchange Ltd. 


“Games and Toys’ gave a reception at the 
Trocadero to celebrate the journal's 40 
. Allan, deputy chairman of the Harrogate 

chairman of the 
facturers’ Association, Dr. C. A. Simmons, E. L. Simmons, associate 
editor, and H, Richard Simmons, editor, of “Games and Toys,” A. Levy, 
chairman and managing director of Primo Rubber Co., Lid., and §. 

Venning, chairman of the Harrogate International Toy Fair, 


Moving ads from 
the back 


The Stock Exchange Gazette 
are to depart from their usual 
make-up procedure for advertise- 
ments giving chairmen’s speeches 
and company meeting reports, 

From September 1, 
announcements will be carried 
throughout the paper in the 
appropriate editorial sections. 
Thus, speeches or meetings re- 
ferring to a bank will appear in 
the banking section, or referen- 
ces to a mining company in the 
mining section. Present proce- 
dure is to carry the references 
in one section at the end of each 
copy of the weekly. 

These advertisements will 
copent at the measure of two 
columns to the page. Rates are 
unchanged at £120 for a full two 
columns, and £60 for a column. 
Minimum space will be £30, 


anniversary. Among those 


British Toy Manu 


The auction — will = 
place at Hurlingham, wit 
roceeds also y aid of Preview in print 


A.B.S., will again be handled 
by Harold Fish, of the Daily 
Telegraph. Gifts for auction 
should be sent to him, c/o 
The Ludgate Circus Garage, 
Seacoal Lane, E.C.4. 


Incentives—prizes for catches 
made during the match, st 
ings, half-centuries, etc,—will 
be the province of H. Dawson- 
Salmon. Those with incentives 
to offer should contact him at 
the Argus Press Ltd. 


John Sime, 180 Fleet Street, 
E.C.4, is handling the pro- 
gramme of the match. 


for Scottish 


Industries Exhibition 


Specia! supplements of editorial 
matter an advertisements, 
printed on tinted paper, will be 

blished on the occasion of the 

ttish Industries Exhibition 
in the Overseas edition of 
Machinery Lloyd on July 31 and 
the European edition of 
Machinery Lloyd on August 21. 

This preview will therefore be 
in the hands of Machinery Lloyd 
readers ail over the world in time 
before the start of the Exhibition. 
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Duncan Ross leaves BBC to head 
Dorland television department 


A well-known television person- 
ality, Dunean Ross, has resigned 
from the B.B.C. to join Dorland 
Advertising Lid. as head of their 
television department. 

Mr. Ross was the first full-time 
script writer to be employed by the 
B.B.C. television and his Mast 
grammes have included “The 
strate’s Court” and “The Courts ‘of 
Justice” series. He joined the 
B.B.C, in 1947 after 21 years of 
experience in the cinema and 
theatre. In 1952, he was seconded 
as scenario adviser to the National 
Film Board of Canada and studied 
television in that country and in the 
United States. 

7 - * 


Ww. G. re is resigning his 

t of publicity manager to Mid- 
fand Rlectric Manufacturing Co., 
Ltd., of Birmingham, on July 31, 
and will 

operate as a 

sales consult- 

ant with 

offices at 21 

Steel house 

Lane, Bir- 

mingham, 4. 

He has been 

with M.E.M. 

since 1936 

and his ser- 

vices are be- 

ing retained 

by that com- 

pany in a 

c On gultative 

capacity, He 

is a council 

member and t chairman of the 
Birmingham Publicity Association, 
of which he is a founder member. 


Sir Hugh Casson 
joins the board 


Sir Hugh Casson, who was 

largely responsible for the design of 

estival of Britain and is presi- 

dent of the Architectural Associa- 

tion, has joined the editorial board 
of the Architectural Review. 
. * * 

R. B. Foster has been elected 
president of the Newspaper and 
Advertisers’ Golfing Society in the 
place of the late Viscount Comrose. 

* * * 

W. E. Miller, editor of Wireless 
and Electrical Trader (Associated 
Iliffe Press) was president of last 
week's third post-war conference of 
the British Institution of Radio 
Engineers at Christ Church, Oxford. 

* a . 

D. Stuart-Williams, formerly art 
editor, Daily Sketch, has been 
appointed editor of the Hoover 


dealer house-magazine Hoovergrams. 


Gordon McKenzie has been 
appointed display and _ exhibition 
manager to Hoover Lid. Mr. Mc- 
Kenzie set up and managed the dis- 
play and exhibition department for 
the London and Home Counties 
Joint Electricity Authority which, on 
nationalisation, was expanded under 
his management to meet the needs 
of the South-Eastern Electricity 
Board. 


* 

Torrington Douglas, who handles 
wy OF for a number of West 
nd theatres, has now opened 
Torrington Douglas News Service, 
which will issue news stories and 
articles and handle. the serialisation 
of life stories of theatre, stage and 
screen personalities. 

* 


* . 

Miss Ella Gordon Park has joined 
the public relations division of G. 
Street and Co., Ltd. She has been 
a journalist, is a beauty technician 
and was .the first works relations 
officer ever capeines by LC.1. 

* * 


The ay appointments have 
been made Motevine Weekly 
Advertiser: Te London advertise- 
ment staff ; 


To Midlands office : 
H. Toms, H. J. Percox., 
. 


* * 
Commander G. 5S. R ay, 
resident of The Bermuda Press 
Ad., Hamilton, Bermuda, was host 

at a small perey pestendeg (Wednes- 

day) at the ashington Hotel, 

Curzon Street, W.1, to advertising 

personalities in the overseas media 

markets. 


On a visit to Dublin A. E. Pfister 
(centre), advertisement manager, 
“Le Figaro,” Paris, visited Indepen- 
dent House with D. 3. G 
managing director, Janus Litd., 
were shown Dublin from the roof 
by E. C. Maguire (left), advertise- 
ment manager, Independent News- 
papers Lid. 


Fa a reception for Manchester agents and efvertons. - ia Michael 


w, advertisement director, 


Kemsley Newspa, ee  Bé 


B. Campbell (Rootes Lid.), 3. Barke (Shell-Mex & ‘4 * id), B. Bywater 


(Air France), T. G. .N 


Pearce (chief advertisement manager, Kemsley 


Newspapers, Manchester), P. Kidson (A, V. Roe Ltd.), Michael 
Vaughan 


E. Hill and F. 


(Graham Bros. Ltd.), 


and G. Erridge (British 


European Airways). 


Chosen to lecture 
fo grocers 


N. Linton Pryor, assistant to the 
head of the display department, 
London County Council College 
for the Distributive Trades, is to 
lecture on “Display Technique and 
Practice’ at the Summer School for 
Grocers which opens in Dublin on 
Sunday. Two other lecturers at 
the School are members of the 
Publicity Club of Ireland, Leslie A. 
Whitehead, who is also chairman 
of the Irish branch of the Incor- 
porated Sales Managers’ Associa- 
tion, and James Mansfield, general 
secretary of the Retail rocers’ 
Association. 

* * 
Sutherland, who until 
recently was a public relations con- 
sultant with the Central Conserva- 
tive Office, has joined Voice & 
Vision Ltd. as an executive. 


Advisory post for 
Sir Kenneth Grubb 


Sir Kenneth Grubb, controller of 
overseas publicity at the Ministry of 
Information during the war, has 
joined the board of Editorial Ser- 
vices Ltd. in an advisory eT 

(See on wees Oy page 143) 

Ronald T. Moody of, Murray- 
Watson Ltd. has become the father 
of twin daughters. Mrs. Moody 


was formerly with Max Ritson & 
Partners. 


Michael Gedye has Sined the 

ublicity department of Jenolite 

Ad., manufacturers of industrial 

chemicals, as an editorial assistant. 
* . 


Brian Stevens, assistant to Paul 

. general manager of the 

Howard Organisation head office, 

was married at Levenshulme on 

Saturday to Miss Sheila Williams. 
* * - 


Henry D. Davy, previously 
managing Far ~y Boig Brothers 
& Co., Ltd., the Newcastle printers, 
has left "tad taken up another 
appointment. 
* * o 
I. W. Griffiths, whose move from 
Deny Colourprint was reported last 
has already joined Day & 
Wilkins Ltd. as sales manager. 


L. tor D. W. Davies (“Daily 
Dispatch" advertisement  depart- 
ment), A. M.  Burnett-S 

(director and general manager, 
Kemsley Newspapers Lid., Man- 
chester), C. Naylor (Rozalex Lid.), 
and D. 5. Crowther (Metropolitan- 
Vickers Electrical Co., Ltd.), at the 

reception. 


* * * 


Steven Leverton, general sales 
manager, of Biro Swan Ltd., has 
just returned from the Continent 
where he has completed a market 
survey for the new Golden Swan 
Pen. 

* * 


The Women's Advertisin +? 
of London pas, appointed Mi 
Franklin of eRoyds a a 
N.A.B.S. Sad and Miss Doris 
Edmondson of Crosse & Blackwell 
as the Club's representative to the 
executive committee of the British 
Federation of Business and Pro- 
fessional Women. 

Miss Mary Scott, of Cecil D. 
Notley Advertising Lid., has been 
appointed press secretary. 


OBITUARY 
John P. Hayden 


The death is reported from 
Ireland of John P. Hayden, editor 
and proprietor of the Westmeath 
Examiner, Miullingar, per 
founded in 1882, and Shick he 
edited until a fortnight before his 
death. 


ABC. Figures 
July to Dec. 1953 


CAMBRIDGESHIRE TIMES GROUP." = 
65,459 vai, 


london Representative: W. H 


69 Fleet Street, E.C.4 
Representative : 


Northern ARNOLD 
64 Cromford House, Manchester 4 Tel. Blackfriars 6987 


TIMES BUILDINGS, MARCH 


Tel. March 2368/9 
WALMSLEY 
Tel. Central 9353 
ELLIS 
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...and I’m helping 
dad to buy mum a fur coat 


S 


I bet she’s pleased about that. 


She doesn’t know yet, Sir. We're going to surprise her with it on her 
birthday. She has always wanted one and now Dad and me are both working 
she’s going to have it. 


Makes all the difference, doesn’t it? 


That’s what my Dad says. And Mr. Whittaker, he’s a friend of ours you 
know, told Dad he reckons most people like us are better off than we've ever 
been. You know, what with all the overtime, better pay and things like that. 
Mr. Whittaker has just bought a smashing television set. 


Mr. Whittaker’s a lucky chap. And you may not always realise it, my lad, 
but he’s right, too. 


Mr. Whittaker is, Sir ? 


That’s right. Mr. Whittaker. By and large people like Mr. Whittaker 
and your Dad are the ones who do the spending these days. 


DAILY MIRROR 


With the biggest daily 

net sale on earth, the 
DAILY MIRROR offers 
the most powerful mass 
market coverage in 

the history of daily 
newspapers at the lowest 
square inch per 

thousand rate of all 
national dailies. 


When planning 

your schedule you 
MUST include 

THE DAILY MIRROR 
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© IPA SURVEY—Precautions to ensure accuracy 


Jury 15, 1954 


‘Other aspects of readership which call 

for investigation’ 

LINES ON WHICH FUTURE RESEARCH 
COULD BEST BE DEVELOPED 

The precautions taken to ensure accuracy, and the 


techniques employed in field work for the LI.P.A.’s National 
Readership Survey are discussed in an introductory note. 


The introduction recalls that 
seven years have passed since the 
Institute last published the results 
of a survey on readership of 
newspapers and periodicals. 

“During that time research 
techniques have progressed, and 
greater reliance is now placed on 
survey findings as an aid to 
media planning,” the introduction 
continues. 

“Since 1947 a number of 
surveys on press readership have 
been undertaken and published. 
In scope they have varied from 
coverage of a single publication 
to coverage of a comprehensive 
list of major setenal publica- 
tions, The Institute, nevertheless, 
believes there is a requirement 
among advertisers and their ad- 
vertising agents for an indepen- 
dent readership survey ba on 
the most up-to-date techniques, 
and covering the national and 


provincial press as far as is 
practicable. 
“The National Readership 


Survey is thought to meet these 
requirements, At the same time 
it is appreciated that to be of 
maximum value, information of 
a similar nature is required regu- 
larly. Furthermore, it is realised 
that publications about whose 
readership information is urgently 
required remain unsurveyed and 
that there remain other aspects 
of readership which call for 
early investigation. 
REGIONAL SURVEYS 
“To meet these requirements a 
mme of research, including 
tensive regional surveys, would 
be desirable. If it proves possible 
to undertake such a programme 
it will cover as many of these 
— as time and money will 


Pieid work for the present 
survey commenced on October 5 
and was completed by December 
13, 1953, 

The time of year selected was 
one in which there are normally 
no undue influences affecting 


either newspaper or periodical 
circulations. The duration of 
field work was planned to be of 
adequate length to encompass 
the infrequent reader but short 
enough to avoid complications 
arising from rapid circulation 
changes. 

The population sampled was 
the adult population (ie., aged 
16 and over) of Great Britain, 
excluding the Orkney and Shet- 
land Islands, the three northern- 
most counties of the Scottish 
mainland and the insular parishes 
of Inverness and Argyll. The 
Isle of Man and the Channel 
Islands were not included. 


MINIMISING EFFECTS OF BIAS 


The adult 
area sampled was estimated to 
be 37,337,000 at the time of the 
Survey. 

The object of the Survey was 
to provide accurate measure- 
ments of readership using precise 
definitions with wide application. 
Techniques employed were de- 
signed so far as was possible to 
minimise the effects of bias 
resulting from known factors in 
both sample, construction and 
interview situation. 

A reader was defined as an 
adult who had looked at any 
issue of a_ publication under 
survey during a particular period. 
This period was the preceding day 
for daily newspapers, the preced- 
ing seven days for Sunday news- 
papers and weekly periodicals, 
and the preceding month for 
monthly periodicals. 

The inquiry covered national 
daily and national Sunday news- 
papers, London evening news- 


papers, provincial morning, 
evening and Sunday newspapers, 
selected general weekly and 
monthly periodicals, selected 


weekly and monthly women's 
periodicals and selected religious 
publications (169 in all). 

The sample was a stratified 
random sample of individuals, 


population of the 


Easy guide to difference 
between sample methods 


Unlike the Hulton Reader- 
— Survey, which is produced 
the 


ship Survey employed random 
sampling. 

Describing the difference 
between the two techniques, 
our research expert writes: 

A random sample is one in 
which each unit in the 
“universe,” or population to 
be investigated, has an equal 
or measurable chance of be- 
ing included in the sample. 


prefer tea to coffee. It would 
be no good going into the first 
room and asking the people 
there, because they might all 
happen to drink nothing but 
t 


ea. 

In random sampling you 
make a list of all the people 
in the firm, pick out, say, 
every tenth one, and inter- 
view them and nobody else. 
If Miss Jones is one of them 
and she to be away 
on holiday, it is no use inter- 
viewing Miss Smith in her 
stead, because that would 


You must wait until Miss 
Jones returns and then ask 
her. 


With quota sampling, you 
e on a smaller scale, 
the original structure of your 


“universe.” your 
firm consists of one-third 
men, two-thirds girls, one- 


tenth executives and so on, 


Random sampling tends to 
be more expensive. Experts 
who favour it argue that it 
permits a fairly accurate esti- 
mate of the “sample of error” 


likely. 

Quota sampling is not 
possible unless the structure 
of the “universe” is known. 
It is generally agreed, how- 
ever, that in many cases it is 


a perfectly adequate tech- 
nique 


The LLP.A. and Hulton 
surveys differ in other ways, 
too. They employ different 
definitions of readership and 
different types of memory 
recall a 


to ensure t 
were adequately distributed and 
representative of 
areas and economic status. 
resulted in no less than 720 inter- 
viewing districts in each of which 
25 interviews were 

The selection o 
was 
names from electoral lists with 
special 
aged between 


devised in consultation with Pro- 
fessor 
Professor 
University of London and direc- 
tor of the division of research 
techniques at the London School 


Maurice G. Kendall— 
of Statistics in the 


Economics and Political 


Science. 


INTERVIEWERS WERE 
ALLOWED NO CHOICE 


The design allowed for 15,000 
successful interviews. 


tion was eR at four stages 


Stratifica- 
t sampling points 
geographical 


This 


lanned. 
individuals 
by random selection of 


modification for 
16 and 21 


those 
who 


are not represented on electoral 
lists, and those between 21 and 
24 who, it was suspected, are 
Inter- 
viewers were permitted no choice 
as to persons they were to inter- 


inadequately represented. 


view. 


Every endeavour was made to 


spread interviews evenly over the 
days of the week excluding Sun- 
days. 


Seventeen thousand two hun- 


dred and eighty individuals aged 


21 and over were selected for 
electoral 
Of these 663 could not 
be interviewed because of death 


interview from the 


register. 
prior to date of call, or of re- 


moval either to an 
destination or outside the area 


16,617 in- 
dividuals yielded 14,798 success- 
ful interviews. 


@ Continued on page 108 
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JuLy 15, 1954 


ee RT. HON. WALTER ELLIOT, M.C., M.P. 
for Kelvingrove Division of Glasgow, 
was born in Lanark and educated at Glas- 
gow Academy and University. Is a Doctor 
of Science and of Medicine, and a Doctor 
of Laws in no less than seven Universities. 
Won his M.C. and bar in France during the 
1914-18 War. Has been Minister of Agri- 
culture and Fisheries, Secretary of State for 
Scotland, Minister of Health, and Director 
of Public Relations at the War Office. His 
home is near Hawick in Roxburghshire. 


“My Daily Mail oy wavrer ELLioT 


““T READ THE DAILY MAIL because I enjoy a 

robust newspaper which has its own 
point of view and doesn’t mind letting you 
know it. 

But a point of view is not enough ; it 
has to be supported by facts and set out in 
a good clear English style. That is what I 
specially like about the Daily Mail. It is 
not afraid to set out in its leader a fully 


argued case, vigorously written, but coher- 
ent and leading up to a single point. 

As for information, Don Iddon’s Ameri- 
can Diary seems to me a model of what such 
things should be. 

Need I mention Flook, or Rip Kirby 
and his man Desmond, companions of the 
cartoon page ? I don’t think so. They 
are unique.” 
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Jury 15, 1954 


© HPA SURVEY—Prestige factor was filtered out 


Aided recall technique and postal check 


on interviewers 


85.6 per cent of the total number 
of individuals selected, or 89.1 
per cent of those located and 
available for interview. For the 
reasons given above, interviews 
obtained in this section of the 
sample with 748 people aged 
between 21 and 24 were not used 
in the tabulations, 

The population between the 
ages of 16 and 24 was sampled 
separately. 1,756 successful inter- 
views were carried out at 
addresses selected at random 
from the electoral register. It 
was subsequently found neces- 
sary to weight this portion of the 
sample, and this finally resulted 
in a grand total of 16,594 

unched cards which formed the 

sis of the tabulations. 

The questionnaire, which in- 
volved both a visual and verbal 
aided recall technique, was 
devised with the assistance of 
Alec Rodger, Reader in Psycho- 
logy in the University of London 
at Birkbeck College. 

The aid to recall consisted of a 
reproduction in booklet form of 
publication titles and was em- 
ployed for both newspapers and 
periodicals. Each title was 
shown separately and the verbal 
question put by the interviewer 
supplemented the visual aid. 

For the sake of consistency 
and to minimise possible bias, the 
key question “When was a oe 
time you looked at a 
of... 7?” was employed ae | Hi 
publications and followed an 
opening question relating to 
readership of the publication at 
any time during the preceding 
six months. This opening ques- 
tion was designed to filter out 
any influence from prestige on 
the answers to the key question 
itself, and results from it were 
not used in any tabulation. 


SUSTAINING INTEREST 


If an informant claimed to 
have looked at an issue of a 
publication during the relevant 
period, further questions were 
put, designed either to substan- 
tiate the claim or to facilitate 
retraction. These questions 
sought to find “where” and 
exactly when it had been read. 

The remainder of the booklet 
contained lists of activities and 
possessions about which ques- 
tions were asked. Here again, 
the printed items were designed 
to sustain the interest and atten- 


tion of the informant and were 
supplemented by a verbal ques- 
tion. 

Each Registrar-General’s area 
had its own booklet containing 
reproductions of the title head- 
ings of all national publications 
and those provincial newspapers 
distributed within the area. 

“Use of a random technique 
enables the range of statistical 
sampling error to be measured 
precisely,” states the introduction 
to the Survey. 

“This varies from sub-sample 
to sub-sample. In addition to 
statistical error any sample is 
liable to bias, the extent of 
which depends on the efficiency 
of the method by which respon- 
dents are selected and_inter- 
viewed. By giving interviewers 
no choice in the selection of 
respondents and by reducing non- 
response to a very low figure the 
—— of sample bias has 

en minimised. 


“Apart from sampling errors, 
bias may also arise from the 
interview situation. Some of the 
more important causes of this 
can be: intrusion of prestige 
factors, use of leading questions, 
inadequate or imprecise recall 
aids and inaccurate or dishonest 
interviewers. To minimise such 
errors the form of questioning 
was designed first to filter out 
any prestige factor and second 
to find precisely when a publica- 
tion had been looked at by a 
claimed reader. 

“Reproduction of individual 
titles and presentation to the in- 
formant one at a time aimed to 
stimulate the memory so far as 
was practicable, and at the same 
time ensured that each publica- 
tion received equal and undivided 
attention. The order of publica- 
tions within groups was varied 
to avoid bias in favour of any 
one publication. 

“Interviewers employed in the 
Survey were all experienced 
field workers, and were subject 
to continuous supervision. Super- 
visors themselves, apart from 
directing their teams, made re- 
calls on a proportion of in- 
formants to check the accuracy 
of recorded data. In addition, 
a 100 per cent postal check was 
instituted to verify that inter- 
views had in fact taken place. 

“The existence of sampling 


The list may be 


varied in future 


“It is hoped that in any 
future surveys of a similar 
nature,” states the introduc- 
tion, “the list of publications 
shall be varied so as to effect 
a rotation of periodicals re- 
ported on, and that a formula 
may be devised for evaluat- 
ing such specialised media as 
the class publications. 

“The omission of 39 
periodicals and four class 
publications should on no 
account be taken as an indica- 
tion that they are in any 
way inferior as an advertising 
media.” 


errors, the possible presence of 
sample bias, and the possibility 
of some interview error remain- 
ing, suggest that it is only justi- 
fiable to show percentage figures 
to the nearest whole number. On 
the other hand, rounding off to 
the nearest whole number may 
lead to  misinterpretation — in 
respect of publications with 
similar readership figures. For 
this reason the estimated actual 
number of readers is shown to 
the nearest thousand, the num- 
ber being derived directly from 
multiplication of the survey 
results by the sampling fraction. 


WHERE THE TRUE ANSWER 
MAY LIE 


“It should always be borne 
in mind when using these figures 
that there is a range within which 
the true answer may lie and the 
printed figure is the best avail- 
able estimate within that range.” 

The tabulations contained in 
the report are those considered 
to be of the greatest immediate 
value. 

There are five main sections 
each dealing with a particular 
aspect of readership and the fore- 
word to each section contains a 
brief description of the tables. 

It was found from _ experi- 
mental work on the aided recall 
technique used in the Survey that 
for practical reasons the number 
of publications which could be 
covered in any one questionnaire, 
with its corresponding booklet, 
had to be restricted to about 80. 

As possible errors could repre- 
sent a high proportion of the 
smaller readership - figures, no 


publication was included in the 
report individually unless its 
readership totals 500,000 or 
300,000 women in the case of 
women’s periodicals. 

The sample was not specifically 
designed to provide results re- 
lating to individual provincial 
newspapers. In the event, how- 
ever, it proved large enough and 
sufficiently well dispersed for 
some such individual results to 
be shown with confidence. 
Provincial newspa papers are, there- 
fore, included individually when 
the ‘sample is adequately repre- 
sentative of their area of 
distribution and the indicated 
readership exceeds 500,000. 


Publications included in the 
report are :— 

Nine national morning news- 
papers—Daily Express, Daily 
Herald, Daily Mail, Daily Mirror, 
Daily Sketch, Daily Telegraph, 
News Chronicle, The Times, 
Daily Worker. 

Eleven national Sunday news- 
papers—Empire News, News of 
the World, Observer, People, 
Reynolds News, Sunday Chron- 
icle, Sunday Dispatch, Sunday 
Express, Sunday Graphic, Sun- 
day Pictorial, Sunday Times. 

Three London evening news- 
papers—Evening News, Evening 
Standard, Star. 

Provincial newspapers—24 pro- 
vincial morning, 75 provincial 
evening. 

Five provincial Sunday news- 


rs. 

Ten general weekly periodicals 
—Everybody’s, Illustrated, John 
Bull, Picture Post, Punch, Radio 
Times, Reveille, Thomson's 
Weekly News, Tit-Bits, Weekend 
Mail. 

Eight women’s weekly period- 
icals—Home Chat, Home Notes, 
Woman, Woman's Companion, 
Woman's Illustrated, Woman's 
Own, Woman's Pictorial, 
Woman's Weekly. 

Four general monthly eee 
cals—Lilliput, London Opinion, 
Men Only, Reader's Digest. 

Eleven women’s monthly 
periodicals—Everywoman, Good 
Housekeeping, Homes and Gar- 
dens, Housewife, Ideal Home, 
Modern Woman, My Home, 
Vogue, Wife and Home, Woman's 
Home, Woman's Journal, 

Five religious periodicals— 
Christian Herald, Church Times, 
Jewish Chronicle, Methodist Re- 

corder, Universe. 


A good product gets the right audience in WUE Uta eite 


AVERAGE WEEKLY NET SALE 133,105 
All Enquiries to Head of Advertisement Dept., B.B.C. Publications, Broadcasting House, Portland Place, London, W.1 
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The weed that works. You can spin wool with 
electrically driven machinery ; you can weave it on looms that look like engines for space 
travel; you can dye it in vats bubbling with synthetics — but for a soft, downy finish 
you have to use a teazle. 

No imitation has yet equalled this weed’s gift for teasing up fine woollen fibres without 
breaking them. Its steely firmness combined with nylon-like elasticity has given the 


teazle a special place in modern industry: it is the only implement you go out and pick. 


And the Quarterly that works wonders. 


You can cry your wares from hoardings the size of 


Press date 


a tennis court; you can spend thousands of pounds f 
or 


in one magazine in a week... but for a steady, never- 
quite-ending demand from here, there and the places Autumn 
you-never-thought-of by Tom, Dick and out-of-the- number 
ordinary people, you have to use The Countryman. July 28th 


It works wonders. 


The Countryman 


is read by 830,000 discriminating people every quarter 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, 160 BOUVERIE STREET, £.C.4 CENTRAL 9161 
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COMMENT 


NEW LOOK AT 
READERSHIP 


The readership survey published 
this week by the Institute of 
Incorporated Practitioners in 
Advertising is a major contri- 
bution to media research and 
it will be welcomed by all who 

efficient ad- 


independence. 
The fact that the publishers 
have contributed to its cost 
reveals a commendable willing- 
ness to tell the advertiser what 
he is getting for his money. 


It is inevitable that comparisons 
will be made with the Hulton 
Survey which has given such 
excellent service in recent 
years, There are two dangers: 

First, some may prefer one sur- 
vey to another and assert that 
one is right, the other wrong. 

Second, any differences which 
are found may lead the iil- 
informed to condemn all 
research out of hand, 

The truth is that it is not a 
question of one survey . 
right and another wrong. 
search of this kind is still ie 
its infancy in Britain and 
differing techniques may well 

juce a percentage of differ- 
ng results until near perfection 
is achieved. 


The difference 

The basic difference in the two 
major surveys is the sampling 
technique, but there are also 
variations in definition of 
readership and in the of 
memory recall aids 

These are questions on which 
the experts of each school 
of thought must confer. 
Their joint deliberations might 
well take research another 
important step forward. 

Meanwhile, to despise these 
researches would be like re- 
fusing spectacles to aid short- 
sightedness because they do 
not guarantee perfect vision. 
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Official findings on chlorophyll are 
expected shortly 


OW long before chioro- 
phyll, the green wonder, 
gets the green light? 

Almost a year ago, the sub- 
committee investigating its claims 
for the Advertising Associatic.. 
was requested to speed ite .a- 
quiries. But sifting the ev.cence 
has not proved easy. There is 
so much of it. 

Though chlorophyll has faded, 
somewhat, from the advertise- 
ment columns, it is getting a 
much better press these days, 
editorially. Some doughty cham- 
pions have been wielding their 
pens on its behalf. 

The latest Amplex campaign 
shows, too, that chlorophyll has 
plenty of kick left. In the 
women's magazines, especially, it 
is putting its case with all the 
dainty delicacy of a bulldozer. 

Limericks are now in use— 
and not all of them incorporate 
the brand name. 

How's this for hard smelling 
copy? 

There was a young dancer 

called Sally 

Whose breath was a byword 

in Calais 

They whiffed it in Dover, 

Till Amplex took over, 

But now she’s the Belle of the 

Ballet. 

Meanwhile the A.A.’s commit- 
tee continue sifting. Their report 
is expected shortly. . 


THE NAME IS NOT 
THE SAME 


Wr ranks higher in pub- 
lic esteem—the Member or 
the Associate of a professional 
organisation? 
is has been a big talking 
point—-behind the scenes—ever 
since the Institute of Incorpor- 
ated Practitioners in Advertising 
decided to introduce a new cate- 
gory of specialist membership. 
¢ specialists were to be ad- 
mitted as Members. 

Then it was suggested that 
such an appellation would imply 
superiority to Associates. ec 
snag was that many of the latter 
had held this distinction for 
years, and much goodwill 
attached to the term. Neverthe- 
less logic has prevailed. 

Now the Board of Trade will 
be asked to amend the Institute's 
Articles of Association so that 
the three categories of individual 
membership will be: Fellows, 
— and Associate Mem- 

rs. 


(showcards) 


MANCHESTER 


If official approval is given, 
then all Associates will become 
Members, and the new specialist 
category of ype omy Me be 
described as Associate Members. 

Footnote: And the chan 
would yng ge ae certi 
cates or a present 
Associates. 


CATCH ‘EM YOUNG 


Wien the Advertising Asso- 
ciation’s newly appointed 
information officer has piled high 
the ammunition for aiming at 
the critics some attention must 
be given to the teaching pro- 
fession as a legitimate target for 
the wrath of advertisin 

Catch ‘em comet They 
certainly do. 

Most classrooms to-day are 
platforms for anti-commercial 


TOP GEAR STUFF 
A minent advertising man 
was always seen around in the 
particular make of car for which 
his agency held the acount. 
Recently they lost the account. 


Now he is seen around—in a 
Bentley. 


eed and sneers at advertising. 
any teachers assail the business 
world for which they are sup- 
posed to be training their 
students. 


There are two lines of attack: 

Softening up: “Advertising is 
in poor taste. The Queen, of 
course, has nothing to do with 
it.” 

Driving it home: “All this 
advertising makes things dearer. 
ae could do without most of 
Ny 

How to hit back? 

Get at the teachers in their 
training days. Send lecturers 
and debaters to the colleges and 
universities. 

The LILP.A. has already taken 
some action along these lines. 
More is to follow—for they 
realise the importance of frus- 
trating the tricks of anti- 
commercial schoolmasters who 
have young minds at their mercy 
in the all-important formative 
years. 


EARDALE is a pleasant, 

little known valley in Dur- 
ham County, far removed from 
the mining zone. 

Last year the Westgate-in- 
Weardale Show decided to give 
the whole dale the benefit of its 
extensive publicity drive for the 
show by describing their village 
as Westgate-in-beautiful-Wear- 
dale. 

The word “beautiful” appeared 
on hundreds of posters and 
thousands of schedules. 

As a result many exhibitors 
are now writing to the secre- 
tary about this year’s show and 
addressing him at Westgate-in- 
heautiful-Weardale. 


TO-MORROW'S TOPICS 


®A_ vegetable, new to this 
country, will be marketed as a 
quick frozen product, in the 
near future. 


® North London has been chosen 
as the testing area for a new 
soft drink concentrate. 


® Major oe in 


LLP.A. survey. , 


® Advertisement rate cards for 
the new evening paper to be 
launched on September | by 
the Irish Press Ltd. are to be 
circulated to agencies shortly. 
An initial promotion campaign 
is likely early next month to 


coincide with the Royal Dub- 
lin Society's Horse Show. 
® If commercial TV is a success, 
the next Conservative Govern- 
ment will consider the possi- 
bilities of commercial radio. 
® The only trend in the cigarette 
market resulting from the lung 
cancer scare has been a move 
towards filter tips. New 
brands now being planned will 
have special “purifying” tips. 
® Increased competition in the 
trade publishing field is 


®@ Strong protests against paper 

price rises while paper makers’ 

— are soaring are expected 
organised publishers. 


ROUND TABLE 


CENtral 4965/6/7 
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Five separate editions of TIME MAGAZINE, 
with the same editorial content, are published 
in English every week. One edition circulates 
only in the United States. The other four—the 
International Editions—published simultan- 
eously, are read by important people in over 
100 countries outside the U.S. 

TIME'’s net paid audited circulation exceeds 
2,000,000 copies each week. More than 903 
out of every 1,000 TIME readers hold 


TIME Atlantic 
TIME Pacific 


You can buy advertising space in just 
the editions you want, covering the world 
markets in which you are most interested. 


important positions in business, government 
and the professions. They look upon TIME 
not only as the best means of keeping abreast 
of international news, but as an introduction 
to the world’s foremost companies and pro- 
ducts. People around the world can read 
all the week's important news — including 
your advertising news while it is still news. 
The Advertisement Manager will be pleased 
to give you further information. 


Famous advertisers like 
The English Electric 
Company Limited 
are using this powerful 
international medium 
to develop their 
world markets. 


TIME Latin American 
TIME Canadian 
TIME U.S. 


ADVERTISER'S WEEKLY 


What’s Stevenson up to? 


Influential people in over 100 countries 


keep abreast of world news through 
TIME magazine 


The Weekly Newsmagazine of the World 


Time & Lives 


BUILDING, 


NEW BOND 


STREET, 


LONDON, 


wi 


Telephone : 


GROSVENOR 4050 
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Review of Advertising 


Mr. Specific rides 


HERE has not been much 
news lately of the “split- 
run” method of testing ad- 
vertisements. You probably 
remember that certain news- 
papers and magazines would 
agree to print two different 
advertisements for the same 
advertiser in alternate copies 
of the same issue. Either in a 
coupon or concealed in the 
main copy of both the adver- 
tisements there was an offer of 
a booklet or a sample, and a 
comparison of the numbers of 
replies gave an accurate guide 
to the relative effectiveness of 
the two advertisements. 
This seemed splendid at first, 
but it did not explain why one 
advertisement was better. Was 


it RIGHT SiLE-- 
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Is this really a good way to lay- 

out or a haphazard assemblage 

of fussy elements with no logical 
course for the eye? 


again 


it the drawing, the copy, the 
typography, the headline or a 
combination of them all that 
made it so persuasive? 

The next step was to make the 
two advertisements identical ex- 
cept in one particular, so that the 
test became a comparison of 
headlines or pictures or even -- 
out alone. But before one could 
come to any clear conclusion the 
months had rolled by, the client 
had become tired of being a 

uinea pig, and the war had 
roken out, 


Keeping it quiet 


That was a long time ago, and 
if anybody is still persisting with 
this slow but interesting method 
be is ied Tt ae very quiet about it. 

had forgotten its very 
anes until I began to scratch 
my head over this Lavendo 
Furniture Polish advertisement, 
which I am sure I had seen again 
and again without noticing the 
excellence of its headline. 


Then I remembered that the 
split-run tests had convinced 
me—but not necessarily the 
layout experts—that the proper 
place for a headline is below 
the picture, and that it loses 
much of its effectiveness when 
placed beside or, even worse, 
above it, 


It certainly sounds reasonable, 
for the human eye is a lazy 
animal, and after looking at the 
picture its course of least resist- 
ance is downwards rather than 
up. 


Interest in coupons 


Such matters make most 
creative people extraordinaril 
impatient, but they become Suk 
more interested when an adver- 
tisement with a coupon is afoot. 
If a slight adjustment of the lay- 
out can make such an advertise- 
ment even two or three per cent 
more effective it can easily put 
an extra thousand coupons into 
the client’s mail next morning. 

Whether its lavender smell is 
the best selling point for a furni- 
ture cream is debatable, but 
with that as his brief the Lavendo 
copywriter certainly dipped his 
pen into magic ink when he pro- 
duced this headline. Old Man 
Specific himself could not have 
bettered it, for “an armful of 
lavender” is infinitely more vivid 
than 997 lavender blooms.” 


By COPYTASTER 


To all the inquisitive copy- 
writers who have pestered and 
nagged at contact men and even 
clients for every scrap of in- 
formation, however apparently 
useless or irrelevant, a a head- 
line as this is both a tonic and an 
inspiration to even more persis- 
tent pestering and yet nastier 
nagging. For there’s gold in 
them there clients’ skulls. The 
difficulty is to dig it out. 

It occurs to me, by the way, 
that about five years have passed 
since we reprinted the immortal 
article from Printers’ Ink called 
“Old Man Specific—Physician 
Extraordinary to Nerveless, En- 
feebled Copy.” Perhaps we shall 
do it again, and, meanwhile, I 
have - be 2 out my faded photo- 
print original, dated 
February 13, et) and the first 
thing I see in it is this: 

Do you read food advertis- 
ing? Do the vague and varied 
claims of delicious taste and 
charming flavour actually con- 
vince you, or do you discount 
them 25, 50 or 75 per cent as 
prejudiced statements? Then 
read this. 


Emphasis on half 


“The flavours are highly con- 
centrated. Half a ripe pine- 
apple, for instance, is used to 
flavour a_ single Jiffy Jell 
dessert. So these delightful 
dainties have a wealth of 
fruity taste.” 


The italics are mine. Notice 
that it doesn't say “pineapple” 
r “ripe pineapple” or “gener- 
ously flavoured with pine- 
re, It's the specific fact 

alf”’ of a “ripe pineapple” 
that gives conviction to the 
claim. 


So there you are. “Half a ripe 
ineapple.” Not “delicately per- 
umed with lavender” but “an 

armful of ‘avender in every tin.” 

Alas, the rest of the copy is 
very ordinary stuff, The copy- 
writer had had his moment, and 
who can blame him for saying 
“It is most economical. It goes 
further and your furniture stays 
brighter et longer” instead of 
quoting square yards and chap- 
ter and verse? 

One more quotation from Old 
Man Specific is all I can spare 
just now: 

©. Henry was well ac- 
uainted with O.M.S. Witness 
the way he coaxed you into 
his stories without delay— 
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An armful of Lavender 
in every tin of 


Cavendo! 


The 
MARVELLOUS POLISH 
Seotortaly easy to apply. ~ ,vAes 
quick to polish. LAVENDO— 
with 1 its + TO isvender free- 
is the polish of your dreams. 


nee it ls @ superfine wax vaste, 
AVENDO Mm Most economic 
ow use lese-it docs fereens 
| pone 1 onaueee stays bridhter 


Caviendo 


Perfumed with 
REAL LAVENDER 
BBY WRENS OF SHOS POLine FAME 


‘ 


The copywriter of this advertise- 

ment dipped his pen into magic 

ink when he wrote the headline, 
believes Copytaster. 


“At 10 o'clock p.m. Felicia 
the maid left by the basement 
door with the policeman to get 
a raspberry phosphate around 
the corner.” 


Do you appreciate how the 
raspberry phosphate transports 
the scene from the realms of 
fiction to that of undisputable 
unarguable fact? That's the 
secret of the specific in adver- 
tising, too. 


Coming nearer to the present 
oy. I have been looking at two 

rigerator advertisements in the 
same issue of Radio Times. 

The headline of one says: 
“The right size—the right price 
—the right name-—~ English 
Electric.” The other says: 
“Nothing smaller has enough 
storage space! Four cubic feet 
‘Family’ Frigidaire now only 
74 gns.” 

But when I look again I see 
that the size of the English 
Electric is indeed displayed—in 
white on a big black panel. But 
see it for yourself and decide 
whether this is really a good way 
to layout or a haphazard assem- 
blage of fussy elements with no 
logical course for the eye to take. 

As a copywriter I am appalled 
by such big noisy headlines and 
such skilful concealment of 


the copy, but perhaps | am 
prejudiced. 
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117 advertisers 


reach Top Management through 
THE FINANCIAL TIMES 


ANNUAL REVIEW OF 


F ADVERTISERS 


eee 


One hundred and seventeen 
leading national and indus- 
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TIMES ANNUAL REVIEW 
OF BRITISH INDUSTRY. 


You can reach daily the = 
same Industrial Top tartan ore 


Management through 
“The Financial Times’. 
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SIDNEY HENSCHEL, ADVERTISEMENT DIRECTOR, 72 COLEMAN STREET, LONDON, E.C,2 
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Advertising Case History-54 


How Irish leather has 


gained by advertising 


Time is changing most 


a brief account of how the case for leather has been forcibly told in Ireland. 


HEN THE Federation of 

Tanners and Curriers of 
Ireland decided last year to 
embark on a national adver- 
tising scheme, they did so 
handicapped with a rather 
restricted budget. Not having 
had the experience of recent 
advertising they also lacked 
much of the fundamental in- 
formation one requires when 
setting about the planning of 
a campaign. 

The Federation called on 
O’Keeffe’s Advertising Service 
who set about finding the 
answers to these problems and 
to such questions as the form 
the advertising should take, and 
what, precisely, was expected of 
the initial campaign. 

The Federation knew the 
reason for the falling production 
figures was a decline in the 
demand for leather because of 
the inroads made by substitutes 
or competing products such as 
lastics and rubber, If the 
nitial campaign achieved noth- 
ing more than reminding the 


things, producing new substances, new substitutes. Leather 
tanners and curriers have been obliged to restate the qualities of tanned hide. This 


ublic of the superiority of 
eather for footwear it would be 
doing all that could be expected 
of it. Of that the Federation 
had no doubt. 


As part of the preparatory re- 
search for the campaign, 
O’Keeffe’s consulted _ statistical 
surveys, as well as professional 
reports from medical, chiropody 
and industrial sources, in addi- 
tion to carrying out market re- 
search on a limited scale. It 
was important to learn the 
reasons for the declining sales of 
leather footwear, also how prices 
compared with competing pro- 
ducts and the standards of 
quality that competing products 
had attained. 

To sell leather it was neces- 
sary, too, to know the 
strongest line of appeal and 
whether retailers had any pre- 
ferences and, if so, why. It 
was found, for instance, that 
the farming community was 
making increased use of rubber 
boots and the sales of leather 
boots were consequently fall- 
ing in rural areas. 
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This advertisement, 
which aimed at 
selling leather 
shoes for children, 
was one of the 
strongest in the 
series both as 
regards the illus- 
tration and the : 
copy. i 


Leather has many uses but be- 
cause footwear manufacturing 
constitutes by far the greater part 
of the leather industry, all the 
advertisements that were pre- 

red featured leather footwear. 

he number of workers or 
makers of boots and shoes in 
the Republic of Ireland in 1952 
was 8,500 (5,986 being in the 
wholesale factories) whereas the 
number engaged in the making 
we a leather goods was only 
1,534. 

Armed with this information, 
and granted a period of time for 
the cumulative effect of the ad- 
vertising to make itself felt, it 
was believed that even the initial 
scheme could greatly convince 
the public of the advantages of, 
and indeed the very real necessity 
for, wearing leather footwear. 


Role of chiropodists 


Though it may not appear to 
be a revelation, most people are 
probably unaware of the fact 
that chiropodists, who are in the 
unique position of being able to 
assess the effects of footwear on 
the human foot, in health and 
in disease, prescribe leather foot- 
wear in the majority of cases. 

Why? 
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Your baby's shoes « 


tee they ow 


San Sevastere 


Sand On soup ou hes te} 


1 Cae 
am ap 


Father 


that there is nothing just as good 
as leather. A very considerable 
feature was made of this slogan 
in the advertisement for chil- 
dren’s footwear. 


Selecting the media 


Careful consideration was 
given to all media in the early 
conferences with the Federation 
and within O’Keeffe’s. Attractive 
schemes were prepared which 
later had to be “shelved” because 
of the limits set by the appro- 
priation or the time available to 
produce them. If different cir- 
cumstances had prevailed much 
more could have been achieved 
through posters, films, radio, 
exhibitions, competitions and 
novel approaches. From experi- 
ence, O’Keeffe’s highly appreciate 
the value of radio advertising, 
and they were reluctant to omit 
it from the list of media. It 
was found necessary to do so, 
however, because only the early 
morning broadcasting hours were 
available and these were felt 
inadequate to reach the large 
audience desired. Furthermore, 
the limit of 100 words for com- 
mercials per quarter-hour broad- 
cast, was also considered some- 
what inadequate to sell a product 


that had not been widely adver- 


wy Simply because they are . 
ve firmly convinced that there is tised before. a 
* nothing better than leather for The time factor militated 


pote must be tough boots — but not un 
}  uealthy boots, The best and healthiest 
rs nate for boots is Leather... natural 
a - Ganened nidu. It is the only material which 
Bae gh and still lets your feet breath« 


against a plan to erect large signs 
featuring a bend of leather with 
the caption “Rely on leather,” at 
key points on the roads in and 


insoles, uppers and soles of 
footwear. They confirm that 
leather helps control the tem- 
perature of your feet, keeping 


z.. them cool in warm, dry Ut of Dublin and other principal 
: cities. 

we’ weather and protecting them tn In the final analysis it was 
% cold, damp weather. ‘ ; 
, It was upon medical aspects decided to go for an a wee 
e that O’Keefle’s decided to base Press campaign ay be nationa 
wea the theme of the campaign and ailies, weeklies, ng . maga- 
oe : : zines, trade journals, and the 
fue to drive it home with such ial Wind bills 
te phrases as “There's nothing as “ero  Smacow — 
x good as leather—ask your ‘Fr general distribution, an 
g doctor,” and “Rely on leather— ‘hrow-away pieces for _shoe- 
# let_your feet breathe.” All ad- repairing firms, were prepared to 
> Two examples of press advertising in the campaign to boost the Irish vertisements carried an_ Irish Sw ae 
= leather = All the advertisements carried an Irish language \anguage slogan—“Nfl tada mar ‘SUPPOTt for the press campaign. 
w slogan to the effect that nothing is so good as leather. leathar” which, translated, means @ Continued on page 116 
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Queen Street Station Cardiff 21021 ext 396 | 


On-the-spot Service is what British Transport Adver- 
tising can offer to advertisers and Agents. You can now 
get all the latest statistics on the ‘Readership’ of British 
Transport sites - among many other facts which 
will interest you-in our new Information Room at 
our London headquarters. Our whole organisation 
throughout the country has been streamlined so that 
we can maintain the closest possible contact with ad- 
vertisers and Agents. We can give you on-the-spot 
service at our Branch Office in Edinburgh and through 


NEWCASTLE-UPON-TYNE : R CHARLTON 
Irving House Westgate Road Newcastle 27709 


British Transport advertising sites 


Our York office has moved to Leeds and our Brighton office to Southampton 


NOTTINGHAM : A BRADBURY 
Victoria Station Platform 7 
Nottingham 44381 ext 37 


CARDIFF : W R PEACOCK 


MANCHESTER : J WALKER 
London Road Station Central 6094 


BRISTOL : J A HAYES 
Bath Parade Bristol 22934 


our Senior Representatives in nine provincial cities, A 
new office in Bedford now serves the important East 
Anglian area. Our Senior Representatives at the 
addresses printed above are fully equipped to 
answer all your questions about every kind of British 
Transport advertisement space -on railway stations 
and in trains; on British Transport buses in London, 
the Provinces and Scotland ; on roadside and bridge 
sites; and in many publications ; timetables, holiday 


guides, sailing lists, ete. 


Advertisement Officer, British Traneport Commission 
mbers, Leicester Square Station, London WC 2, Temple Bar 3490 
Scottish Office: 7 Castle Terrace, Edinburgh 1, Founteinbridge 5222 


ADVERTISER'S WEEKLY 


EXETER >: 8 R MOVERLY 
Central Station Exeter 4194 ext 80 


BIRMINGHAM | W A PIKE 

Snow Hill Station Central 5071 ext 811 
LEEDS ; A O'CONNOR 

39 Wellington St Leeds 31711 ext 397 
SOUTHAMPTON : L MORDECAI 

97 Above Bar Southampton 24736 


New Office opened at 
BEDFORD : HL J CHAPMAN 
7 Goldington Road Bedford 3002 
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Say it at the right moment 
and say it in the 


SUNDERLAND 
ECHO 
NORTHERN DAILY MAIL 


WEST HARTLEPOOL 


BILLINGHAM EXPRESS 
STOCKTON EXPRESS 


and get your sales message into 
the towns, villages and hamlets 
of COUNTY DURHAM 


@ An increasing number of National 
advertisers are using this Northern Group 


for test campaigns. 
LONDON OFFICE; 85 FLEET ST., E.C.4. 


Telephone: CENtral 2845 
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The Dancing Public 

are the largest 

and most discriminating 
buyers of 

Beauty Aids 

Siindesscing Preparations 
and Cosmetics 


THERE ARE 200,000,000 
DANCE ATTENDANCES 
PER ANNUM IN 
GREAT BRITAIN 


DANCE NEWS 


The World’s Largest Dance Newspaper 


Advertisement Manager — L. HALL 
Telephones — WATERLOO 3766 -7 - 8 
76, SOUTHWARK STREET, LONDON, S.E.! 
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children: 
| ever-fashionable 
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© ADVERTISING LEATHER INDUSTRY -continued 


The intensive press advertising 
| consisted of six advertisements; 
| two 12-inch by four column 

Spaces and our eight-inch 
ouble column spaces. Of the 
two large spaces, one emphasised 
the medical aspect and the 
| second the need for care in the 
| choice of shoes for youngsters. 
This latter advertisement was 
one of the strongest of the series, 
both in the illustration of a child 
learning to walk and in the copy 
which read: 

“Your baby's shoes are tiny 
things, but they are the very 
foundation of his health. Let 
his feet grow, naturally and 
comfortably, The shoes he 
wears can make such a differ- 
ence, so do not gamble with 
substitutes. Make sure of his 
future from the ground up. 
There is nothing just as good 
as leather.” 

The four eight-inch double 

column spaces emphasised the 
importance of leather shoes for 


‘ Diodes facts in the ; 


Republic of Ireland 


} In 1952 the total value off 
goods made and work done, 
»wholly or mainly of leather, } 
in the wholesale factories of 
the Republic of Ireland was; 
£5,726,283. Considering the 
net selling value of boots and 
shoes produced, the figure for 
light women’s footwear was 
, almost double that for men, 
being £2,024,729 and 
£1,229,698 respectively. 

In recent years a general 
fall of production was mani- 
fest mainly in all heavy foot- 
wear and men’s and boy’s 
light footwear. The only ex- 
ceptions were in the cases of 
women’s, girl’s and children’s 
light footwear. 


‘toe ever-seasonable, 
qualities for 
women-folk; their easy, comfort- 
able flexibility for men in cities 


| and towns; and the strong tough 
| healthy qualities of leather boots 


| 
| 
| 


for farming people. This latter 
advertisement was widely pub- 
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vo "Leather 


MW Cate map leocop «LET YOUR FEET BaeEATaR 


The medical aspect of the value 

of leather for footwear was 

heavily emphasised throughout 
the campaign. 


lished in the provincial press. 
Throughout the six months’ 
duration of the initial campaign, 
the two larger spaces have been 
used to add punch to the very 
frequent eight-inch double 
column insertions. 

As the campaign began only 
last November, figures to prove 
its success are not as yet avail- 
able. However, from this initial 
advertising it has been found 
that the general public have little 
or no conception of the truly 
superior qualities of leather for 
footwear. The elementary nature 
of the advertisements has there- 
fore been considered eminently 
suited to the preliminary cam- 
paign. The Federation of 
Tanners and Curriers is most 
happy with the results so far 
won and with the good reception 
which the advertising has 
received. 

In the campaigns to follow it 
is intended to deal in greater 
detail with the superior quality 
of leather and its manifold 
advantages and benefits. 


A general view of the British Electrical Power Convention which was 


recently held in Eastbourne. 


The firm of Olympia Ltd. were con- 


tractors to the British Electrical Development Association for shell 
stands and general decor, 
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We Have Been 
Very INQUISITIVE ON 
Your BEHALF — 


GRIMSBY EVENING TELEGRAPH 
SOUTH WALES EVENING POST 
DERBY EVENING TELEGRAPH 

LEICESTER EVENING MAIL 
GLOUCESTERSHIRE ECHO 


(Evening) 


GLOUCESTER JOURNAL 
(W eekly) 


EVENING SENTINEL 


(Stoke-on-Lrent) 


HULL DAILY 
I 


(Evening) 


MAIL 


THE CITIZEN 


(Gloucester —E.vening) 


HERALD OF WALES 


MARKETING INFORMATION 
IN CONNECTION WITH 
JO TOWNS AND DistRICTS 


(Weekly) 
LINCOLNSHIRE 
{ 


Evening) 


HAS BEEN ANALYSED— 
ADVERTISERS TOLD US WHAT 
THEY WANTED AND WE HAVE 
MADE EVERY ENDEAVOUR TO 
SATISFY THEIR DEMANDS 
IN THE NEW EDITION OF 


canning the Frovinees’ 


ECHO 


CHELTENHAM CHRONICLE 


(Weekly) 
BRISTOL EVENING WORLD 
STAFFS. WEEKLY SENTINEL 
HULL AND YORKSHIRE TIMES 


(Weekly) 
GRIMSBY SATURDAY TELEGRAPH 


ss 


* . * A book concerning 70 Important Towns and Districts—220 pages (11" « 8") packed 
with vital factual information. “Scanning the Provinces” deals with more than 100 
individual classifications and enumerates thousands of references upon such subjects as 
RETAIL OUTLETS, EMPLOYMENT, TRANSPORT, FINANCE, HOUSING, LOCAL 
GOVERNMENT, INDUSTRIES, GAS, ELECTRICITY, WATER, INCOMES, EDUCATION 
and POPULATIONS, to name but a few—a reference book for all contemplating or 
engaged in planning Provincial Advertising Campaigns. 


—— 


Enquiries regarding a limited number of FREE copies should be made to R. H. PENNEY, Advertisement Director 


NORTHCLIFFE NEWSPAPERS GROUP LIMITED 


163, QUEEN VICTORIA STREET, Sseeaeeen, €.¢.0% Telephone CEWTRAL 6000 
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re Dalat stein “trate 


They are all IN 
to this Salesman 


Senior executives are always receptive to a 
journal which keeps them constantly up to 
date in matters of staff management economy 
and efficiency, whilst other officials, more 
intimately concerned with Personnel Manage- 
ment and Welfare, are seldom away from their 
functional departments . . . seldom available to 
the ordinary salesman, but always “at home”’ 
when their monthly copy of PERSONNEL 
MANAGEMENT, WELFARE AND INDUSTRIAL 
EQUIPMENT arrives. This is the modern, 
practical magazine which reaches and 
influences progressive Industrial Manage- 
ments at all levels... it should be in the 
forefront of your selling campaigns. To see 
why, ring Chancery 8844 NOW for a copy. 
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Commercial Artists’ Portfolio 


i ee - ART of a poster designer 
should be used to convince— 
and to convince quickly. That is 
the basic approach of Stan Kroll 
to any job handed to him in the 
field of poster and other advertis- 
ing. 

This commercial artist came 
fairly late to graphic art and 
publicity. He holds a diploma of 
the Dundee College of Art and 
between 1950 and 1952 he was 
part-time teacher of lettering and 
layout at the Borough Polytech- 
nic. His work has appeared in 
a number of foreign publications 
and in the 1954 International 
Poster Annual there are five 
specimens from him. 


Beginning with paint 


His first study was chemistry 
and for some years he worked 
in his father’s paint and varnish 
factory. Apart from attending 
some evening classes he received 
no artistic training before 1945. 
Only when invalided from the 
army did he make the decision to 
become a professional designer. 
Three years later the General 
Post Office gave him his first 
chance by commissioning a 
poster. It went well and to-day 
his range takes in showcards, 
magazine covers, book jackets, 
press advertisements, packages, 
trade marks and pharmaceutical 
leaflets 

In order to get attention quickly 
Kroll endeavours pictorially to 
simplify the message until it will 
stand no further condensation. 


»DLE CHAPMAN: 


The B.O.A. emblem forms the 

centre-point of this map of the 

world poster designed by Stan 

Kroll for the Corporation. 

Caption at the top sums up the 
poster design. 


And while this “boiling down” 
rocess is going on, a watch is 
ept to ensure that the proper 
balance is maintained between 
the aesthetic and commercial 
values of the advertisement. 

His clients include the Coffee 
Buyers’ Association, Odhams 
Press, Richard Hudnut, Smiths 
English Clocks, British Alumin- 
ium Co. and the Royal Society 
for the Prevention of Accidents. 
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The Journal which reaches 
your Buyer is— 


PERSONNEL MANAGEMENT 
“INDUSTRIAL EQUIPME 


Se al nist Ret 
ah 
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Left: The book jacket carried out by Stan Kroll for Wingate's, the 

publishers of “The Eddie Chapman Story.” Right: A full page 

advertisement in a circus programme designed for J. Lyons & Co., 
Lid. 


180 FLEET STREET, LONDON, E.C.4 
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As from September 3 all reports of speeches 
by company chairmen published in the 


STOCK EXCHANGE GAZETTE 


will be printed in broad column form of two columns to the page 
and as a departure from the normal practice of grouping company meeting 
reports in one section at the back of the paper 


all chairmen’s speeches throughout the body of the paper 
‘in matter’ in the appropriate sections at the unchanged 
rate of £120 a page (£60 a column occupying one-half page ; 


minimum £30 a quarter page). 


Once again the Stock Exchange Gazette leads the way in the top executive 
press in providing the finest service to its readers and to leading 
executives of commerce and industry. 


Make sure chairmen’s speeches are read 


Specimen copy and rates from : 


STOCK EXCHANGE GAZETTE 
GRESHAM HOUSE * OLD BROAD STREET + LONDON, E.C.2. 
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HE ASTONISHING rate 

of expansion in the market 
for imported goods from 
Britain in the two Rhodesias 
and Nyasaland (now to be- 
come the Central African 
Federation) will continue for 
very many years while the 
great natural resources of these 
young countries are progres- 
sively exploited. 

The rate may not always be 
so rapid and will obviously fluc- 
tuate according to general world 
conditions but the pooling of 
resources under Federation will, 
however, produce a_ broader 
based economy. 


Distribution of people 


There are about six million 
Africans and nearly 200,000 
Europeans in these. territories. 
The Africans are fairly evenly 
distributed, though there are 
rather more in Nyasaland than 
in either of the Rhodesias. 
Nyasaland, the poor relation of 
the Federation, has only some 
4,000 Europeans. Southern 
Rhodesia, by virtue of its greater 
European population (152,000 as 
opposed to 42,000) and its rather 
higher wage level for Africans, 
is the biggest market for im- 
ported goods of the three 
countries. 


The need for special know- 
ledge of the white Rhodesians’ 
tastes and requirements is not 
so great as the need for real 
understanding of the African 
consumer. European wages and 
standard of living are, in 
general, much higher than they 
are in England and the white 
Rhodesian therefore buys for 
quality, and supports a luxury 
trade disproportionate to his 
numbers, His food and drink 
and cigarettes are mainly local 
or South African, except for the 
ubiquitous “Scotch,” but the 
demand fer better quality and 
luxury foodstuffs from overseas 
is greater than the present sup- 
ply. The Rhodesian is not a 
dressy man, nor is his wife as 
clothes conscious as she might 
be, and the war-time habit of 
buying South African or locally 
made clothes could be broken 
down faster than is now the 
case, 

The white population in this 
fine warm climate live a great 
deal out of doors and sport plays 
a big part in peoples’ lives, but 


Rising standards offer big opportunities 
for UK exporters in two markets 


By a Special Correspondent 


here again, sports clothing and 
equipment is largely supplied 
from South Africa. Nearly every 
family has a British car, and 
sighs for the day when currency 
controls will enable it to buy 
an American one. 


One of the biggest future 
demands is for labour-saving 
equipment of almost any kind, 
from heavy farm machinery to 
egg whisks. The European 
never labours, and with the 
rapid development of the 
country the demand for Afri- 
can labour far exceeds the 
supply. Housewives and 
farmers are already complain- 
ing bitterly that they cannot 
get servants and farm workers. 
Even the big copper mines of 
the North, which get the pick 
of the labour, are planning in- 
creasing mechanisation in view 
of the critical labour situation 
that is arising. 


It can safely be said that any 
British salesman with anything 
to sell that will take the place of 
a “boy” will not have to keep 
his foot in the door. 

The European of Central 
Africa is intensely patriotic and 
will always “buy British,” given 
a reasonable deal, Several 
things annoy him, however, and 
may well affect his future buying 
habits. The red light has al- 
ready been switched on in 
Central Africa, as elsewhere, by 
the reappearance of Czech 
cameras, Dutch radios, Japanese 
piece-goods and other foreign 
products from the not-so-hard 
currency areas, 


Choice of agents 


The manufacturers’ choice of 
agents or factory representatives 
is often a sore point. Agency 
firms who started business in the 
1890s in South Africa were then 
capable of handling the Central 
African market—hut not now. 
Even within Central Africa it is 
no longer good enough to have 
an agent in Bulawayo, Southern 
Rhodesia, covering the ‘“Copper- 
belt” of Northern Rhodesia, a 
thousand miles away. 

Irritations sometimes arise 
from the unsuitability of the 

roduct to the climate or to the 
ocal conditions. ge A a few 
eneralisations yo 
ere. For seven ce of the 
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‘Advertiser’s Weekly’ Special Market Survey of 
Central and East Africa 


* everything. In the rains there 
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startling rapidity and although 
at the moment the average 
African wage is something under 
year the air is extremely dry 30s, a week, he gets free rations, 
and for the remaining months free housing for his family, is 
humidity is high. There are also frequently given free working 
extremes of heat and cold. In clothes and _ uniforms. His 
the dry season there is a fine essential needs are very small. 
dust which penetrates nearly . F 
The only safe rule in assessing 
are myriads of insects which Ww much an African can spend 
can eat nearly everything. For ‘% that you can be sure he has 
this reason the use of wood in ™ore to spend than you think 
any article is to be avoided he has. Ragged peasants, selling 
where possible, plush furniture #94 bartering produce and col- 
is anathema and food exports lecting dowry through their 
should be in tins rather than aughters and postal orders from 
cartons. their sons working in the South 
The African consumer is a {rican gold mines, will sudden- 
separate study—and well worth '¥Y @ppear in the local store to 
eotying. His purchasing power uy 4 bicycle and a gramophone. 
is rapidly increasing and he out- Equally ragged workers, culti- 
number the white man 30 to vating a patch of land some- 
one. Figures mean little in where handy, in their off-time, 
assessing African chasing will appear with their wives on 
power. Wages are rising with Sundays, dressed up to the nines. 


Quality products create 
consumer loyalty 


HE EAST African Terri- African wages have more than 
tories comprise Kenya, Tan- doubled in the last seven years 
ganyika, Uganda and Zanzibar. "4 the process of increased pay 
The first is a Crown Colony, ‘ being accelerated. This, in 
Tanganyika is administered by yond te y ong = buying 
the British Colonial Office aijread many items of British 
under a United Nations Man- manufacture, unobtainable a few 
date and Uganda and Zanzibar years ago, are being bought for 
are British Protectorates. African consumption. A distin- 
The total population is some guished visitor recently said that 
19 million le hom 150,000 are he had seen more bicycles in the 
Europeans and nearly twice that first quarter of an hour in his 
number, Indians. he balance visit to Nairobi than he had seen 
of nearly 18.5 million are indi- in three months on a recent visit 
genous Africans. to Yugoslavia. 

The whole area has tremen- Any manufacturer considering 
dous possibilities which have so ¢*ports or the building of a local 
far not been develo owing to factory would be well advised to 
lack of capital and the backward- ‘study the market most carefully. 
ness of a very large percentage - If necessary, he should modify 
of the native population, but his products to meet the growing 
since the last war great strides demands. While economics dic- 
have been made in education and ate that goods shall be cheap, 
development and there can be no _ there is no doubt that the African 
doubt that this area will soon iS very concerned about quality. 
become one of the biggest con- The African consumer is, in fact, 
sumer markets left for develop- 4 Very loyal buyer once he has 
ment. Even in the last few years een convinced that he is getting 
it has been seen that those com- Value for money. 
mercial undertakings and indus- Before the war the Japanese 
trialists who have anticipated the attempted to capture the East 
growing demand are already be- African bicycle market by retail- 
ginning to reap a reward which ing machines at 50 shillings each 
must grow larger as the markets compared with the British price 
are opened up. @ Continued on page !22 
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P.O. Box 246, Nairobi, Kenya Colony 
Cables: Servitas 
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Central and East Africa 


122 


How to avoid mistakes in 


planning the campaign 


Al THE Bulawayo Exhi- 
bition there was a stuffed 
lion with a beatific smile vigor- 
ously pedalling a static bicycle. 
If he made no progress him- 
self, he made a good deal for 
Phillips Cycles Ltd., judging 
from the crowds of Africans 
that he drew. The Phillips 
lion, which appears in all this 
company’s publicity material 
in Africa, is a perfect example 
of sales promotion that has 
taken the trouble to find out 


the basic features of the 
market, 
Note the taboos 


It is easier to avoid mistakes 
in advertising for the European 
population than for the Africans, 
who have many taboos. The 
women, for example, do not eat 
with the men, and the sight of 
a devoted couple enjoying a tin 
of bully beef together—a 


favourite food for those who can 
afford it—would have no appeal. 
But for the Europeans what is 


suitable in Britain will generally 
go down, although if the product 
is a stove polish it would be as 
well not to show the housewife 
using it—since in East Africa she 
never does—the “boy” with the 
shiny black face does the chore. 

An effective form of advertis- 
ing for the European population 
is through cinema slides. There 
are one or more cinemas in each 
town and even from distant 
farming areas the settlers come 
into town fairly frequently and 
almost invariably visit the 
cinema. 


For the African market, the 
“free gift” method of advertising 
is very useful, In any event it 
is the custom for retailers to give 
their customers a small “bonzela” 
(sift) —s box of matches or a 
small piece of soap with any 
purchase of reasonable propor- 
tion. 


In planning sales promotion, 
the British exporter should first 
decide on whether his product 
is directed at the African or 
Euro market, or is suitable 
for both. Articles of clothing 


are, for example, rarely suitable 
for both. Some of these articles 
are not worn at all by the 
African population. 

Having thus decided, he must 
weigh u up the special character- 
istics of one or the other (or 
both, if both are concerned), but 
they must be considered separ- 
ately, not only from the view- 
points of advertising, price, and 
the suitability of the article itself, 
but particularly from the distri- 
bution angle. 


Jury 15, 1954 


Great attention to packaging 
is needed. Exporters generally 
now realise the throwing about 
that their goods get in travelling 
by sea and rail and finally, in 
the native trade, often by lorry 
over hundreds of miles of rough 
roads. But some have yet to 
realise the great power of 
tropical rain, and the regrettable 
extent to which goods are ex- 
posed to it on overcrowded 
quays, railway goods sheds and 
at certain road depots. 


© CONSUMER LOYALTY -continued 


of £6 to £8 each. Unfortunately 
for the Japanese, they had not 
studied the market and did not 
realise that there is always com- 
petition among Africans to sec 
who can carry the most people 
on one bicycle. Consequently, 
the Japanese article could stand 
up neither to the weight nor the 
wear, and to-day the Japanese 
have little ee of competing 
with this British product. 

The total net imports into 
Kenya, Tanganyika and Uganda 
in 1952 was of the order of 
£113 million of which £51 million 
was accounted for by Kenya, £38 
million and £24 million by Tan- 
ganyika and Uganda respectively. 
Of these totals, imports to the 
value of £58 million were of 
United Kingdom origin. The 
other countries contributing 


appreciable amounts were India 
(mostly textiles) £10 million, and 
the United States (mostly fuels, 
lubricants and agricultural] mach- 
inery) £6 million. 

The most interesting factor 
arising from a study of trade 
figures shows that African con- 
sumer goods are only just begin- 
ning to have an effect on the 
external trade of the country and 
recent wage trends ~y Ae 
cause such imports to 
tiplied many on over in the 
course of the next few years. 

Both the governments of East 
Africa and local authorities have 
been taking every step in recent 
years to encourage local secon- 
dary industries and many of those 
now in operation are offshoots 
of well-established and well- 
known British companies. 
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Kenpa Weekly News 


Box 460, Nakuru, Kenya 


East Africa’s LEADING REVIEW 


London Representatives :— 


THE AFRICAN & COLONIAL PRESS AGENCY LTD. 


8 Red Lion Square, 
London, W.C.! 
Tel: Holborn 6645. Chancery 4748 
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All enquiries 
should be addressed 
to the E.A. Standard 


London Advertising 


Representative: 54 St. Mary 


Axe, London, E.C.3. 
Telephone: Avenue 1704 
* Cables: EASTANDARD LONDON 
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who 
reads it. 
?O8344 29 Oxtord &t., WAI 
Nicosia Ger; 0737 


Mechanical World 


and ENGINEERING RECORD 


“of vital weterest to Cnqginecls 


EMMOTT & CO. LTD., 31 KING STREET WEST, MANCHESTER, 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 


The PRINCIPAL SUPPLIERS of 

BUSINESS GIFTS and 

cheop'GIVE AWAYS ~ 7 
Engi Invited 


| d 
b nOWCARDS 
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SILK SCREEN ARTS LC 
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“DAY-GLO” PRINTERS 


.+.@ symbol of 


PLANNED 
PACKAGING 


WILLIAM W. CLELAND LTD. 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C.2 HOLborn 252! 
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“East African 
Trade & Industry,” 


NAIROBI, KENYA COLONY 


GREAT are the Industrial Dovtegmest 
lans for British East Africa—KENYA, 
GANDA and TANGANYIKA. Al- 

ready some £5,000,000 has been set aside 

for major AGRICULTURAL works. A 

huge BUILDING programme amounting 

to several million pounds is scheduled for 
the main towns, and large-scale hydro- 
electric development in addition to the | 

Owen Falls scheme in UGANDA is 

planned. Current exploration for OIL may 

provide even greater forms of wealth. 

The battle against Mau Mau is slowly 
but surely being won, and the disturbance, 
although having had some adverse effect on 
local trade, has done little to interfere with 
the major industrial projects. 

All this means that the purchasing power 
of the African himself is likely to increase 
considerably during the next five years or | 
more. 

EAST AFRICAN TRADE & IN- 
DUSTRY is the only publication which 
each month gives an over-all picture of the 
development and trading potential in these 
rapidly growing territories. The journal 
circulates among Merchants, Traders, Im- 
porters, Sisal and Coffee Estates, Govern- 
ment and Municipalities in all three terri- 
tories. With Correspondents in every 
major centre in East Africa and a first-class 
editorial staff in Nairobi (Managing Editor 
is Dudley A. Hawkins from Pleet Street) it 
isa — publication which has the back- 
ing and support of both Trading and 
Government interests. 


For specimen pw advertisement 
rates, subscription further details, etc., 
apply to the sole United Kingdom repre- 
sentatives: 


The African & Colonial Press A 
Lid., 8 Red Lion § LONDON. 


W.C.1, Tel: HOLbera 5S; CHAncery 
4749, or to the Publishers: 

East African Trade & Industry, or 
ton House, P.O. Box 2768, NAIROBI, 
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Central and East Africa 


Wide range of available 


advertising media 


DVERTISING IN Kenya 
has shown great improve- 


| ment during the past five years, 


due mainly to experienced ad- 
vice through agencies and more 
modern machinery and tech- 
nicians employed by most of 
the leading newspapers. 
Facilities for advertising are 
available through the press, 
cinema, radio, buses and rail- 
ways. Outside poster advertis- 
ing, however, is not allowed. 
By far the greatest expendi- 
ture is with the press and, in 
addition to the leading English 


| speaking newspapers, which cir- 


culate extensively throughout 
Kenya, Uganda and Tanganyika, 
the Asians and Africans are well 
catered for with their own news- 
papers, either weekly or monthly, 
rinted in their own particular 
language. 


From hand to hand 


One point to remember when 
advertising in the vernacular 
press is that, although the cir- 
culation of a certain paper 
appears small, the paper is passed 
from hand to hand and read from 
cover to cover by many more 
than the actual purchaser. 

Slide and filmlet advertising 
is available at the many cinemas 
throughout the three territories 
and here again, thanks to the 
greater facilities available to ad- 
vertisers, the improvement is 
marked by attractive designs and 
greater interest by advertisers in 
this form of publicity. 

Advertising space is available 
both on the outside and inside 
of buses. In the former instance 
the advertisement is generally 
silk screened or painted on to 
the vehicle; space inside is avail- 
able for small printed cards. 
Although advertising is not 
allowed inside the carriages, 
poster sites are available at all 
stations of the East African Rail- 
ways. Generally the sites are 
for double-crown posters, but 
larger sites are sometimes avail- 
able mainly at the docks in Mom- 
basa and Dar-es-Salaam. These 
sites offer extremely good pub- 
licity to all races and a careful 
check is kept to see that the 
posters are always in good con- 
dition. 

Announcements for advertis- 
ing purposes are given on the 
local radio every evening after 
the 7 p.m. news bulletin. While 


| these are generally used to tell 


of demonstrations of farm imple- 
ments, lectures, shows, etc., local 


trades also take advantage of this 
form of publicity to announce 
the arrival of any particular pro- 
duct which they have available. 

How should the above media 
be used and what are the points 
to bear in mind in respect of 
copy, layout and illustrations 
when advertising to this mixed 
potential market? 


Best to quote price 


In the case of the European 
and Asian readers, advertising 
can, in general, be on similar 
lines to that used in the United 
Kingdom. The difficulty arises 
when advertising to the African. 

The days have gone when 
one could put in the picture 
of a European using, eating 
or drinking a particular pro- 
duct and be satisfied that 

because the reader saw that a 

European did it, it must be 

right or it must be good. 

The interest of the native must 
be appealed to direct and the 
copy kept as short and simple as 
possible and, in almost every 
instance, translated into his own 
language. 

Another very important matter 
is the question of price; it is 
definitely better if the price can 
be included but this is often 
difficult due to the fact that 
prices vary to some extent 
throughout the territories. It 
has been found, however, to be 
advantageous to add prices when- 
ever possible. 

Pictures of an African should, 
whenever possible, be shown but, 
as has been done by national 
advertisers on many occasions, it 
does far more harm than good 
if a picture of an African from 
another country is inserted in 
East Africa; their facial features 
and habits are entirely different. 

Here are some points to keep 
in mind when dealing with the 
African press. 

Keep a careful check on 
spelling mistakes, badly worn 
blocks, poor printing, etc., and 
remember that the great 
majority of the compositors 
are Asian or African and they 
are setting up your advertise- 
ment in what, to them, may be 
a foreign language. Facilities 
for block making, casting 
stereos or making mats are 
available and it is best to 
distribute complete blocks and 
not rely on the paper to set 
loose type unless you have a 
representative available on the 
spot who can very carefully 
check all proofs. 
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How to use flowers in 


attr 
’ 
SOR Paoouctiy ly 


window displays 
By CHRISTOPHER FORGHAM 


ia a 


T THE Flower Academy 
recently held by the Lon- 
don Floral Decoration Society 
a section was devoted to 


< Settom layne 


“Arrangements symbolising 
well-known trade commodi- learn that a 
ties.” In this, many nationally \\ be inter ed 3 0 
advertised products were “You wi ical Appliane s yeu vand 
chosen by the exhibitors and f Electriv’ over previo’ re due © 
using flowers, foliage and vari- 4 erable increase esults otal 
ous props such as cartons and s\ satisfied the f into 
advertising material, symbolical re cellent \eaflet ght the | of the 
representations were built up. mers bf dvan 

The idea started as a peg upon Many nich proved ed this yo"" and 
which to hang a flower arrange- the shoP — \eaflet prod rhe design 
ment—in much the same way as ket size e mplim m ure we 
last year the Coronation pro- por ied many co c \s h pleas 
vided an opportunity for exhibi- rece \ lay d\ ° 954 
tors to devise arrangements ra nm to DA. Ut: \ 
symbolising the Commonwealth co 
countries. This year crowds 
round the individual exhibits a Cae 


showed how keen interest was 
and the same idea may be 
adopted next year, thus giving an 
opportunity, for advertisers and 
agents to see how flowers can 
advertise all kinds of products— 
including those with which they 
do not seem to have even the 
remotest connection. 


Good effect achieved 


Some products are “naturals” 
for this sort of display so that 
it was no surprise to see included 
and well to the fore, Revion’s 
“Everything’s Rosy,” Carnation 
Brand evaporated milk, Bronnley 
“Hearts and flowers,” Morny 
“French fern,” Cadbury's 
“Roses,” and Rose’s Lime Juice. 
What was surprising was to see 
how a few flowers in the hands 
of a skilful arranger (all the ex- 
hibitors are gifted amateurs) can 
be used to such good effect. For 
instance, one exhibitor, Mrs. 
Adele Gotobed, used crimson 
and pink roses and a diamante 
clip in a pink scarf, to illustrate 
Revions “Everything's Rosy.” A 
simple and obvious idea, but the 
roses were beautifully arranged, 
and that made all the difference. 

It was, however, the products 
which had no suggestion of a 
flower symbol which taxed the 
ingenuity of the arranger and 
while some let their imaginations 
run riot, others carefully re- 
strained themselves and let the 
props do most of the symbolising. 

A particularly effective exhibit 
was that put up by Mrs. Brenda 
Crisp who chose Windolene as 
her subject. She cleverly picked 
up the pink and white of the 


Vivid scarlet peonies, black 

grapes and twigs covered with 

moss help to symbolise Sande- 

man's port in the arrangement 
by Miss. E. Lamb, 


of a window with pink and white 
spotted curtains. Pale blue del- 
——, love-in-a-mist and a 
lue scarf to pick up the blue of 
a Wedgwood vase, were used by 
Mrs. J. J. Evans to illustrate the 
Dorothy Gray Wedgwood Frag- 
rance series. 

Bourjois “Evening in Paris” 
was a delightfully sophisticated 
affair in blue and white—includ- 
ing delphiniums, carnations, corn- 
flowers and sweet peas, a pair of 


TIBBENHAM PUBLICITY LTD. 


Incorporated Practitioners in Advertising 


744 HIGH HOLBORN, LONDON, W.C.! 
Telephone 


: HOLborn 6074 (3 lines) 


| MINE ASSOCIATED COMPANIES AT NORWICH AND IPSWICH Samm 


Better than ever—the 


AEROGRAPH 


| 
| 


long white evening gloves and a | 
black chiffon scarf covering a | 
tiny Eiffel Tower and Are de 


Triomphe. 


Wide range attempted 


Other arrangers bravely and 
successfully attempted such 


diverse products as Tide, Persil, | 


Surf, and Daz, Bear Brand and 
Ballito Stockings, Black and 
White Whisky, Breeze soap, 
Worth’s “Dans La Nuit,” Peggy 
Sage’s “Pink Sorcery,” Swan Ink, 
Firestone Tyres, Jell-O, Bassett's 
All-Sorts, Bluebell, Robbialac, 
Silver Quick, Boots the Chemists, 
Idris, Bourn-Vita, Shell, Sande- 
man’s port and Meltonian pro- 
ducts. 


There are ideas in plenty here | 


—particularly for the advertiser 
of products bought by women. 
Flower arranging has in recent 
years provided a means of release 
for the creative energies of many 
women in all walks of life, and 


THE E-54 AIR BRUSH 


is similar in all respects to the 
A-54 except chat it is equipped 
with a large colour cup. 


A-54! 


UNIQUE 1954 DESIGN 
GIVES ALL THE FEATURES 
YOU HAVE ASKED FOR 


Practising cial artists who have tested 
these improved Aerograph Air Brush models 
hail chem enthusiastically as giving heavier 
colour density on first application, more 
Sensitive control, betcer balance and greater 
all-round ease of operation —plus all the 
well-known Aerograph advantages. Write for 


details to the address below (Dept. 5 AB). 


AEROGRAPH 


AIR BRUSHES 


THE INSTRUMENTS FOR FINER EFFECTS 


Windolene bottle with old- flowers skilfully arran will The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 . 
fashioned laced pinks and white always catch the eye and provide | Tel; SY Denham 6060 (8 lines) 
deutzia, all against a background a talking point. City Offices and Showrooms: 47 Holborn Viaduct, London, E.C.1. 
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One-third of the households in this 
market have two or more earners 


The market presented by Wales and the Border Counties is both varied in 


ltl 


composition and prosperous. The economic pattern of South Wales has undergone 
a revolution in recent years with the diversity of industry and in the North, apart 
from the enduring and world famous beauty spots, new industries have arisen. The 
Central and Border areas, although heavily agricultural, are also not without 


significant light industries. 


NY COMPREHENSIVE 

review of regions suitable 
for a pilot marketing scheme or 
for testing sales on an area 
basis must be founded on an 
objective and factual approach, 
and such a review must take 
into account the region we are 
now considering. Clearly, our 
examination must include fac- 
tors for and against using 
Wales and the Border Coun- 
ties for this purpose, and it is 
our intention in this article to 
investigate both, 


Size of market 


With this in view, we have 
selected a new canned food pro- 
duct as a means of illustratin 
the type of information we shail 
need to have. Our first step will 
be to examine the size of the 
market and, as an elementary 
consideration, the composition of 
the population. 

The inhabitants of Wales and 
Monmouth, according to the 1951 
Census, number 2,596,986. This 
overall figure represents a very 
slight movement in pulation 
compared with the 19h Census, 
but closer examination of the 
comparative populations by coun- 
ties and towns reveals some in- 
teresting variations. The county 
of Flintshire has gained an in- 
crease of over 28 per cent in 
population, while the other coun- 
ties show relatively minor in- 
creases or decreases. The towns 
of Holywell, Prestatyn and Rhyl 
have considerably increased their 
populations: on the other hand, 


the Rhondda and Merthyr Tydfil 
have suffered a decline. In the 
main, this decline is due, not to 
resent conditions, but to the un- 

py state of affairs which 
existed in the inter-war years 
and which resulted in a steady 
migration from the area at the 
time. 


It will also be observed that 
nearly two-thirds of the popula- 
tion reside in the counties of 
Glamorganshire and Monmouth- 
shire. This density of popula- 
tion factor is important, as is, of 
course, the industrial significance 
of this area, but we must not 
lose sight of the fact that the 
relatively thinly populated rural 
and coastal regions also possess 
thriving industries. 

In Wales there are 750,100 
separate households, containing 
families all of which are poten- 
tial consumers of canned foods. 
The sample figures derived from 
the 1951 Census tell us to which 


social class group the heads of 
households belong, and an 
accompanying table shows this 
breakdown as compared with that 
of Great Britain as a whole. 


A further indication of the 
buying power of the Welsh is 
provided by the relative number 
of earners per household. A 
pointer to the present prosperity 
of Wales is the fact that one- 
third of the total households have 
two or more earners, a propor- 
tion which is not far short of 
that of Great Britain as a whole. 
The following shows the number 
of earners per household: 


Gas according to 
average weekly earners in 
the area represented by Wales 
and the Border Counties, coal 
miners as an occupational 
group to-day head the list. 
For the purpose of investigat- 


Investigation Team 
have this time assumed the 
problem to be the marketing 
of a canned food, They have 
drawn attention to the fact} 
that buying power in the 


Another source of information 
on regional buying power is 
provided by the average weekly 
earnings of men in the main 
occupation oy . It is signifi- 
cant that the largest groups 


Gt. Britain Wales 
$$ ——-— 

Total 14,481,500 166 750,100 166 
No. of earners. 

op aggre 2,032,000 14 114,900 16 

oa ty : 6,784,500 47 377.400 50 

; e . ie “ - Fy eed 26 177,000 23 

an 857. 3 80,800 TI 


Source: 1951 Census | per cent Sample. 


Population by County, 1931-1951 


County 

Males 

24,540 

Brecknock 28,589 
Caernarvon | $7,255 
a | Be 

‘arma: ° 

Denbigh . . 81,698 
Flint oe 71,021 
Glamorgan 587,687 
Merioneth 20,933 
Monmouth 210,955 
Montgomery 22,890 
Pembroke | 45,057 
Radnor . , - 10,106 
Total Wales and Monmouth .. 1,269,912 


Population in 1951 


Percentage 


change 
Females Total | Wil os i 
26,097 50,637 33 
27,895 A484 - 22 
66,819 124,074 + 27 
259 53,267 | 35 
87,569 171,742 41 
89,001 170,699 83 
74,087 145,108 + 285 
614,302 1,201,989 22 
20,523 41,456 40 
213,692 424,647 16 
23.099 45,989 | 5+ 
45,899 90 896 + 42 
9/892 19:98 | — 62 
1,327,074 2,596,986 o1 


those covering workers engaged 
in metal manufacture, engineer- 
ing and allied trades and coal- 
mining--are also amongst the 
highest paid of industrial 
workers, 

The Ministry of Labour figures 
of wage rates are, of course, in- 
complete in the sense that they 
cover only certain industries. 
The annual report of the Com- 
missioners of Inland Revenue 
shows what people earn in Wales, 
although the latest figures avail- 
able refer to the year 1949-50, 
These income figures are repro- 
duced on a county basis: as an 
@ Continued on page 128 
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CoE PERRIN | cccucen Gentietinun we 
Main Occupation Groups and Average Weekly 
Earnings (Oct., 1953) Glamorganshire 
G AZ f- F | Average Weekly 
No. of Males aged | 


Earnings (men 
15 and over aged 21 and over) 


eS @ «¢ 
Established 1866 | Agriculture, horticulture and forestry .. i 82,800 7 on @ 
| Coal mining 101,400 12 18 21) 
| Metal manufacture, engineering and | Metal | 10 10 3 
allied trades os . | 110,500 Eng. 7, oe 
| Transport and communications . . 92,200 8 14 7) 
Building and contracting, Painting, 
A WEEKLY NEWSPAPER decorating S| 64.700 935 
Workers in wood, cane and cork me 17,700 819 «0 
Commerce, finance, insurance (exc. 
TH AT COU NTS FO R clerical)". 62,800 | Not available 
| Professional and technical (exc. " clerical) 40,500 | Not available 
Clerks, typists, etc. | 35,600 | Not available 


Administrators, directors, managers (not | 


NEWS, VIEWS and a | 17.200 | Not available 
’ 


Personal service. 20,400 Not available 


Stationary engine drivers, ‘crane ‘drivers, 
REPUTABLE ADVERTISING 252 =| 8 Re cite 


Unskilled (not elsewhere specified) F 4 72,200 Not available 


(1) Excludes value of allowances in kind—10s. 9d. 
(2) Exciudes railway workers. 


The Figures — certified by the Audit Bureau of Source—(1) 1% sample tables, 1951 Census; (2) Ministry of Labour Gazette. 
_ ! illustration of this type of infor- torsooes 
Circulations — Speak for Themselves ! on Se ype 


Bee 
ve shows 7 
figures for Glamorganshire as the 3 The importance 


Average Weekly Net Sales: county containing nearly half the f 
Half Y D ber, 195! 9 population of Wales and Mon-  {$ 0 , 
a ear to Vecember, “+ ‘* 15,932 mouth. The higher income groups] ; 
June, 1952 16.699 | are proportionately somewhat {4 North Wales 
” ” , hy 4 A ’ _ smaller rg oe United Kingdom HE FOUR northern { 
figure, but allowance must be 
9 » » December, 1952 - —_ 17,002 | quads Ser tho sedletivutive elinet countic—“Angioory, Flint, 
| of our taxation system. Denbig 

contain some 26 per cent of} 

” ” ” June, 1953 oe e* | 7,222 * th total lation of w les. 

Women in industry it. ae : 

The significance of this area 

» 9» December, 1953 4 | 7,693 | Another important factor in i mma grantor than tho beds 


_ assessing the buying power of the pe Ev geoer or foreign touriet 
| Welsh market is the entry of bi Ley = —y~ re . 
| 8 353 women into the industry of on with than half ¢ 
South Wales. Before the war, ~Countes with more ian 


. its population located in or 
employment for Welsh women 7 
was largely confined to teaching around Wrexham. Filat has 


- » » dune, 1954 


PROOF OF THE “GAZETTE'S GROWING | of domestic service, With, how- ftp the gater part of. the 
IMPORTANCE AS A nance factories during the war }%opulation flow from Mersey- 
PROGRESSIVE NEWSPAPER and the development of new in- aw. ~ 


dustries in the past eight years, —— of Ngpann have 
the situation has radically 4% on pa Se a such 
| changed, with a resultant increase as Frestatym an y 


| in family prosperity, qualified by 4 adie ll ina Web oon 

Four Main Editions for— py te~ Se i bs a on in these two counties and 

BRIDGEND MAESTEG young women. ~~ # ba pM a! . Tt 
Central and Market Town Largest Mining Town. Let us now examine more “es ~ he s* 

of Mid-Glamorgan closely the structure and pros- toe bos a ag i eet twot 

: perity of Welsh industry. The a. 4 i a oe 

PORT TALBOT PORTHCAWL Soutn Wales coalfield is, of ines , Fli . ont Hote. 

Which has largest Steel Popular Welsh Seaside course, one of the chief centres } ei tad. meth ~t 

= : ag rg ‘opular s of heavy industry in Great + as Pobet of Aw rte fa 
orks in Europe. Resort. @ Continued on page 130 snasecees bo ° 


With Two Slip Editions: for the Vale of Glamorgan, rich 
agricultural district; and Afan Valley, mining and industrial. 


Advertisements run in all editions. 
Highest class photograph and stereo 
reproduction, 


PUBLISHED FRIDAYS - THREEPENCE 


Head Office : ee 9 rn 
. 
Queen Street, Bridgend, Glam. A view of Chepstow Castle and bridge. The beauty centres of Wales 
and the Border Counties attract people from all parts of the world. 
Telephone: Bridgend 119 In Monmouth, however, the chief source of wealth lies in agriculture. 
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WE SERVE A l 
PROSPEROUS AREA. 


The heavy industries of coal and iron are work- 
ing to capacity. 


You cannot afford to neglect this densely popu- 
lated part of South Wales and Monmouthshire 
where a blending of heavy and light industries and 
rich agricultural lands provides full employment. 


Merthyr Tydfil, Dowlais, Tredegar, Caerphilly, 
Pontypridd, the Rhondda, the Rhymney Valley 
and the Vale of Glamorgan are names to be 
noted. 


Hlerthyr Express 
Pontypridd Observer .. 
Rhondda Leader 


Series 


A.B.C. Certified Net Sale 


60.333 


Combined Rate 27/6 per s.c. inch 


Glebeland Street, Merthyr Tydfil. 50 Taff Street, Pontypridd. 
Tel. 195 Tel, 2453 


London Representative : 


E. J. WILLS, 118 Fleet Street, London, ECA = Tel. CENtral 2715 & 4571 
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WESTERN 
MAIL 


AND SOUTH WALES NEWS 


The Voice of a Nation 


ner sates 49 89Q weexvy asc) 


london Representative : 


DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (CEN¢tral 2626), 


BRECON and 


| 


| heavy industry in 


Jury 15, 1954 


Wales and the Border Counties 


The South Wales 
coalfield is one of 
the chief centres of 


Great Britain and 
the miners, along 
with those engaged 
in metal manufac- 
ture, engineering 
and allied trades, 
are among the 
nation's highest 
paid workers. But 
as a whole, the 
prosperity of Wales 
is less dependent 


But this is to paint the gloomy 


on the basic industries of coal, 
steel and tinplate, together with 
| Sipps 

This has, in turn, created a 
further problem—the tendency of 

the light industries to attract 
men, particularly younger men, 
away from the basic industries. 


than formerly 

iy | upon the mining 

hal * Covers the whole of Wales | industry. 

Rah (including Monmouthshire) | "Britain. Time was when the workers, this labour was ab- 
4 economy of the area was almost fight i = striking speed in the 
4 . entirely dependent on coal min- light industries, To-day, with 

& * The ONLY mormming paper | ing and heavy industry. In the = one = the Tosire cold 
Si . - . . | mines manpower has declined reduction mill at Llanelly—which 

‘ printed and published in Wales | from 250,000 in 1926 to about in its first full working year in- 
r | 100,000 to-day. The sudden creased its weekly production of 
a a | reduction of manpower when tinplate by a ig and the 
P ae | coal exports stopped in 1940 has _ increase in demand for tinplate, 
HEAD OFFICE CARDIFF never been made good. Fur- there is a shortage of tinplate 
re TEL. 33022 thermore, the age analysis of workers. When, however, the 
is . | miners in the South Wales coal- new mills at Velindre open and 
ae ; ; | field shows that some two-thirds most of the old mills close, there 
7 - Advertisement Manager, R. H. Harrison | are above 31—a problem com- _ will still be a major labour prob- 
ee mon to the industry throughout lem, 

a London Office, 176 Fleet Street, E.C.4 | Britain. The loss of the Welsh The suthcer eotiey Guedied 
* Manager, George J. Studd. Tel, CENtral 4691 | coal export trade has also had from the Distribution of Industry 
oot its inevitable effects on the docks. Act) was, and is, to take work 
x to the workers. The result has 
‘ d am ™~ a Rise of light industries been the development of the 


trading estates, group sites and 


individual factories. 


ae 7 : ; Biggest of 
ie side of the picture. The fact is the trading estates are those at 
Ric that South Wales has undergone Treforest, Bridgend, Fforestfach 
it" | a revolution. Illustrating this is and Hirwaun, but all the other 
re: ; | the growth of the oil trade and of estates have increased in size in 
- | baageoes of coal now being the past year, although the 
at roduced at the modern col- Government tendency has been 
- ieries. The diversity of post- to concentrate on the building of 
ae f— light industries (but notably single factories and factories built 
ieee light engineering, aluminium, in advance of requirements. By 
fae oo | plastics, and chemical manufac- the end of 1953 the labour force 
om tures with most types of con- of the trading estates was 24,623. 
‘ x : R N E W S$ | valley ee, in the mining 

#4 valleys) is helping to remove a 

" fundamental weakness of the Export trade high 

; | salons economy—dependence 


Officials of the Board of Trade 
have visited companies in the 
Bridgend area to discuss an 
export drive which is ultimately 
intended for the whole of Wales: 
meanwhile, exports from _ the 
region remain high. The ports, 
dependent we war on coal ex- 


| When the tinplate industry suf- Ports, have been adapted to meet 
acess changing conditions: so far as 
fered a period of sion in the Swansea is concerned, the lost 


early part of 1953, resulting in 
the redundancy of about 5,000 


@ Continued on page 132 


Social Class of Heads of Households 


Great Britain | Wales 
Households % Househoids 
Toul , se | 14,481,500 100 | 750,100 100 
Social Class Grown of Head | | 
of Household :-— | | 
I ie 411,400 «2.9 17,100 23 
i . Joa als Soa 2,263,100 15-6 130,600 18-0 
Unrivalled in the we oe . eae ‘ito 423 reso 
Iv as b ,028, . 12,5 14-9 
6. FLEET ST, EC Vv e 1,352,400 10-5 84.600 11-3 
Two Counties CEN 2715/4871 «4 niet chesaitie’ 2144.30 | 127/000 


Source—-1951 Census 1°, Sample 
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Largest Circulation in 


MID-GLAMORGAN 


* * * 
NEATH GUARDIAN 


GROUP 


AB.C. MEMBER 


} 


ADVERTISER'S WEEKLY 


The 
Hereford 
Times 


The Great County and 


Agricultural Newspaper of 


NEWSPAPERS. 
BLOCK serving a population 
ACCOUNT of over 200,000 


NEATH—PORT TALBOT—BRIDGEND 


ORDER Herefordshire, 
the Counties of the Welsh 
and the West 


Midlands. 


Marches 


MAESTEG—PORTHCAWL 
* FLAT RATE IO/= PER S.C.1. 


—E. J. WILLS —— 
118 FLEET STREET, E.C.4. 


Tel.: CENtral 2715 and 4571 | 


* Pembrokeshire is now one of the Richest 
Agricultural Areas in Wales. 


* The Chief County and Agricultural 
Newspaper of Pembrokeshire is the 


Pembroke County and 
West Wales Guardian 


Also covers: 


South Cardiganshire and 
West Carmarthenshire 


Head Office: 
18 MARKET ST., HAVERFORDWEST te:.: 57 


Branch Offices at MILFORD HAVEN, PEMBROKE 
DOCK, etc. 
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PROGRESS REPORT... 


NORTH WALES 


WEEKLY NEWS 


A.B.C. 20,923 — 


Nationally Rep: Will Kitchen, Jnr., Ltd., 131, Fleet St. 
Telephone 2212 


Head Office: CONWAY - - 


of MONMOUTHSHIRE 


—with a sale of over 16,000 weekly 

in one edition—offers the best 

cover for this growing Industrial 
and Rich Agricultural Area. 


9th year :: Member of A.B.C. 


Head Office: 
FREE PRESS OFFICE - PONTYPOOL - Phone 10 


London Office: 
E. J. WILLS - 118 FLEET ST. - Phone CEN. 2715/4571 
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Wales and the Border Counties 


| coal trade will undoubtedly be 
| replaced by the exports of oil. 


A scheme to cost nearly £2 mil- 


| lion is in its initial phase for the 
| development of Milford Docks, 
| where the existing dry dock will 


be used as a repair base for 
tankers of 12,000 tons, and en- 
largements will be made to 
accommodate the largest trawlers. 


| Work on Admiralty vessels in 


South and West Wales has resul- 
ted in the employment of large 


| numbers of ship repairers, with 


vessels laid up at Cardiff and 


| Penarth. At the same time, 


heavy industry is working to 
capacity, and the high level of 
employment has been maintained 
in the textile, chemical and metal 
manufacturing industries. 

One of the major problems 


| confronting local industry is the 


need for improved communica- 
tions. Manufacturers are par- 
ticularly concerned with the 
question of inadequate communi- 


| cations with London and the 


Midlands. An assurance has 


been given by the Home Sec-’ 
| retary and Minister for Welsh 


Affairs that £5 million would be 
reserved for road improvements 
in Western South Wales, and 
lans are being prepared for a 
y-pass, as part of the scheme, 
to ease congestion at Port 


| Talbot. 


Wrexham trading estate 


Much, therefore, has been 
done and will be done to develop 
the economy of South Wales. 


| Meanwhile, the rest of Wales is 


not remaining idle. A trading 


| estate established at Wrexham is 


making progress. But it is in the 


| agricultural field that main in- 


terest lies outside the great in- 
dustrial area. With a shee 
ypulation of around four mil- 
ion, with a million cattle and 
calves, and over five million 


| poultry, rural Wales is pre- 
| dominantly pastoral and stock- 


rearing. Government policy is 


| to help the rural development 


area to become more self-sup- 
porting, and in this direction the 
view is held that a more rapid 


| policy of afforestation would do 


much to increase prosperity in 


| the rural area. 


No reference to Wales would 
be complete without mention, at 
least, of its prosperous tourist 
industry; nor of its superb moun- 


| tains, its placid lakes, its rip- 
| pling streams, and its diversity 
| of fine seaside resorts and 


pleasant, peaceful inland towns 


| which yearly attract thousands of 
| holiday-makers. 


Snowden, of 
course, is international, but to 
the resorts of North Wales 
comes a steady flow of visitors 
in the holiday months, largely 
from the cities and towns of the 
North West, from Greater Man- 
chester and Merseyside. 


Like central Wales, the Border 
Counties depend on farming as 
their chief source of wealth. 
Herefordshire is almost entirely 


A restful scene looking across to 
the pier at Llandudno which 
town, apart from its holiday 
resort qualities, is also a con- 
ference centre. To the resorts of 
North Wales comes a steady flow 
of visitors in the holiday months 
from the cities and towns of the 
North-West, G@eater Manchester 
and Merseyside. 


agricultural, and the great pro- 
poston of its 127,092 inhabitants 
ive in rural districts or in 
towns with populations of less 
than 5,000. About three-quarters 
of the farmed land is under grass 
or feed for stock, but its hops 
and orchard fruit are deservedly 
famous. 


Shropshire, too, with its popu- 
lation of 289,844, is predomi- 
nantly agricultural, with cattle, 
sheep and mixed farming. 
Shrewsbury, however, possesses a 
number of flourishing light in- 
dustries and the coalfield around 
Wellington provides the stimulus 
for a progressive engineering 
industry, 


Retail shop structure 


Our study of the Welsh market 
has so far been in general terms, 
but our consideration of the area 
launch of a specific product— 
namely, a canned food—requires 
a closer examination of the retail 
shop structure. The changes 
which have taken place in the 
sales reported by large retailers 
(i.e, departmental stores, firms 
operating multiple chains with 
10 or more branches, and retail 
co-operative societies) reflect a 
healthy upward movement in the 
Sales of food and perishables. 
The following shows the index 
numbers of values of sales per 
week for large retailers (food and 
perishable, annual average). 


138 
141 
Source: Board of Trade Journal 
Examination of the total num- 
ber of retail outlets of the type 
required for the distribution of 
our product shows that Wales is 


@ Continued on page 133 
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Wales and the Border Counties 


Available Canned Food Retail Outlets 


No. of Per 10,000 


Alieh 


Wales Great Britain 
Pert 0,000 


Grocery group 


nts pop 


$326 


Other food retailers . . | 6,483 


General group (department 
stores, variety stores, etc.) .. 


Catering group wt y 3, 


well endowed in this respect and 
in general compares favourably 
with Great Britain in terms of 
suitable outlets per head of 
population. 

he field for market research 
into the subject of our canned 
food is likely to be extensive. 
Our manufacturer will want to 
have factual knowledge of con- 
sumer buying habits, the extent 
to which canned foods are bought 
and the use of canned food of 
different varieties. He will need 
data on brand preferences and 
consumer opinions. Flavour 
tests will be indicated. He may 
find much, too, in favour of 
maintaining a consumer panel as 
a means of watching trends in 
this keenly competitive market. 


Advertising facilities 
available 


His attention will then be 
turned to one of his most im- 
portant considerations—the ad- 
vertising facilities offered by 
Welsh media. Readership of 
the press is high and, with 
the exception of the evenings, 
compares favourably with the 
United Kingdom average. The 
weeklies and mornings are par- 
ticularly strong. In the north no 
daily papers are published and 
there the national dailies and the 
Liverpool press fulfil this func- 
tion. Weekly papers, of which 
there are 38, are well entrenched, 
however, and command high 
readership. In this area there 
are three groups or series of 
papers; a further group covering 
North Wales and the Border 
Counties has a circulation of 
close on 100,000. 

Similarly in the central 
counties—Merioneth, Cardigan, 
Montgomery, Radnor and Pem- 
proke—there are no_ regional 
dailies and their place is largely 

@ Continued on page 134 


Source: Census of Distribution. — 


; New industry 
for 


Anglesey 


PLANT for the extrac- 

tion of bromine from sea 
water has been established by p 
the Associated Ethyl Co., Ltd., 
in Amlwch, Anglesey. An 
important reason for setting 
up this plant on the island 
was the nature of the local 
sea water. Moreover, the 
new works would not be too 
‘far away from the tetraethy! 
lead plants at Ellesmere Port 


counties of Great 

The towns of Holyhead, 
Beaumaris and Llangefni are 
notable for their charming} 
characteristics. The advent of | 
this new industry which uses 
the sea as a raw material has 
not detracted from the island 
as a beauty spot. 

The plant is some 34 acres 
in extent and, as a “Financial 
Times” writer has put it, 
“With the advent of this plant 
Amlwch takes an important 
place in the industrial sphere 
as the production centre for} 
an economic necessity of 
+highest value.” 

Bromine is an indispensable 
agent in the manufacture of 
anti-knock compounds con- 
taining tetraethy!l lead. It is 
also used in several other 
+essential industries including 
the preparation of certain dye- 
»} stuffs and in the manufacture 
of pharmaceuticals and photo- 
graphic materials. 


ADVERTISER'S WEEKLY 


They want to go to 
Mau Mau Land 


Not a very tempting prospect. Not the sort of place 
to attract a lot of peaceful farm workers. 


BUT an advertisement in the Western Telegraph, which 
covers West Wales—Pembrokeshire, West Carmarthen, 
and South Cardigan—brought to a farmer in Kenya the 
names and addresses of 692 youths between the ages of 15 
and 20 years who were prepared to help him on his block 
of 6,000 acres of Crown Land on what the advertiser 
himself described as “ part of untouched Africa”. 


The Western Telegraph is proud to give value for money. 
That is why more local advertisers use the Western Tele- 
graph than any other paper in the area, That is why more 
and more National Advertising Agents are following the 
lead of the man on the spot who knows something about 
what he is buying. 


THE WESTERN TELEGRAPH 


& CYMRIC TIMES 
PEMBROKE — CARMARTHEN — CARDIGAN 
Head Office: 4 Bridge Street, Haverfordwest, Pembs. 


Circulation : 19,000 Copies weekly 


The WEEKLY PAPER 
for Monmouthshire, South 
Herefordshire and the 


THE 


MONMOUTHSHIRE BEACON. 


ESTABLISHED 1837 


Forest of Dean, Published 
on Thursday afternoon, 
Price 2d, 


Local Advertisers Know Its Pulling Power 


Head Office: PRIORY STREET, MONMOUTH. Proprietor D. LEWIS, J.P. 
Phone: 12 

london Office : 
E. J. WILLS, 118 FLEET STREET, E.C.4. 


Phone: CENtral 2715/4571 


Local Weight aids National Punch 
in the CAERNARVON HERALD series 
4 Papers at 12/- p.s.i. 


FOR YOUR 
NORTH WALES 
SCHEDULE 
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ADVERTISER'S WEEKLY 


West Wales 


Observer 


covers a vital section of the 
main S, Wales development 
area, 

An area springing to a new 
life of prosperity. 
There is fresh spending power 
here 
* 


TAP IT NOW! 


* 


Lendon Office: 
143-144 FLEET STREET, E.C4 
Tel: Central 2110 


_— dad | 


WORLD WIDE PRAISE! 
“.,.. with regard 
to the Catalogues 
of Table Mats, | 
should like to tell 
you that we have 
had nothing but 
praise from all 
parts of the 
World on this 

production,” 


R. E. WHITE, Sales Manager 


BY PHOTOGRAPH | 
FOLDERS, SHOWCARDS, 
CATALOGUES, MINIATURES, 
BOOKLETS, ENLARGEMENTS 


GUYS OF CARDIFF 
PORTMANMOOR RD. CARDIFF 
Telephone: 22963 


Y The 
Shrewsbury 
Creular 


offers unrivalled coverage of 


Shrewsbury 
and the surrounding district 


Rate Card on request 


You can cover 
ALL of the 
North Wales Coast 


by using the 5 papers 


of the 


North Wales. 


Chronicle 
Group 


From Flintshire to Anglesey 
these live and progressive 
papers give you the results 
you want 


NORTH WALES CHRONICLE 
HOLYHEAD CHRONICLE 
NORTH WALES PIONEER 
FLINTSHIRE OBSERVER 
Y CLORIANYDD (Welsh) 


126 
per s.c.i. 
CAXTON HOUSE, BANGOR 


London Office : 
80 Fleet Street, E.C.A 


-DIAWCH |! " 


| =. ee a ores | there is a queue 


SOUTH | WALES 
VOICE 


For the last twelve months The 
South Wales Voice has carried 
a greater amount of display 
advertising than any other 
weekly newspaper in Swansea 
or the Swansea Valley area. 
This locally-owned and inde- 
pendent (non-party) Welsh 
newspaper sells over 12,000 
copies every Friday _ 
certificate applied for), We 
reckon that t roughout the week 
it is READ in twice that number 
of homes in the rich industrial 
and agricultural Swansea Valley 
area which is the lifeblood of 
Swansea's trade. 

if YOU HAVE A CLIENT WHO WANTS 
TO GET INSIDE THE HOMES IN THE 
SWANSEA AREA, don't miss an 
advertisement in The South 
Wales Voice. 

In these homes it is a trusted 
friend. Ask anyone from the 
Swansea Valley area, or 


"Phone E. J. WILLS Central 2715 
(South Wales Voice, rr re 
Street, London, E. 


e Sorry, en et 
can't get our clients into the paper on 
—« good old Anglo-Saxon “ damn” 
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Wales and the Border Counties 


Ie meee eee | tke 


Picture by British Railways 


View of the River Usk, Monmouthshire. This Border County has 
—. into fame during recent years as a textile centre because of 
if 


activities of the British Nylon Spinners organisation at Pontypool. 
By the end of next year the output will be up to 3 million Ib. 
per year. 


| taken by the nationals and the 
Midland dailies. As in North 
Wales, however, the weeklies 
provide loyal and extensive 
readership. 
The mainly industrial and 
more populous south, containing 
| the counties of Glamorgan Mon- 
| mouth, Brecknock and Car- 
marthen—has a well-established 
daily and evening press, with 
support provided by some 50 
weeklies. Cardiff publishes an 
evening paper with a circulation 
| exceeding 150,000 and a morning 
with a circulation of over 78,000. 
Swansea is the publishing centre 
for an evening with a circulation 
of 73,000, and a further evening, 
with a circulation of 51,360, is 
published at Newport. In this 
area, which plainly has much to 
recommend it for test purposes, 
there are also three groups or 
series of weekly newspapers. 


Posters and cinemas 


The Border Counties—Here- 
fordshire and Shropshire—pub- 
lish 17 weeklies between them, 
with two series of newspapers in 
addition to the powerful group 
already mentioned as covering 
North Wales as well. 

An extensive poster campaign 
to include all towns of medium 
and large size in Wales and the 
Border Counties would provide 
coverage for approximately two- 
thirds of the population. 

Cinema admissions per person 
pef year are the same for Wales 

| as for Great Britain as a whole, 
namely 28. People per seat in 
1951 were 10:1 for Wales as 
compared with 11:6 for Great 
Britain, with 352 cinemas in 
Wales having a total 256,000 
seats. A further illustration of 
the value of the medium in this 
area is provided by the fact 
that the proportion of capacity 
filled to capacity available for 
all performances is higher than 


the U.K. average—37.0 in Wales 
and 33.3 in Great Britain as a 
whole. Finally, we must not 
lose sight of the fact that 
there is, in the holiday months, a 
large migratory population which 
tends to continue its cinema- 
going habits in the towns in 
which it is temporarily residing. 


Textile industry 
expansion 


TH RISE of textile manu- 
facture has been one of the 
remarkable features of post- 
war Wales and the Border 
Counties. 

In the field of rayon yarn 
two world-famous organisations 
operate in North Wales: Cour- 
taulds Ltd. have four large mills 
in Flintshire, and in neighbouring 
Denbighshire there is the British 
Celanese Ltd. plant at Wrexham, 
where some £2 million is being 
spent on a new factory which 
will occupy a 75-acre site and 
employ nearly 1,000 people. 

The woollen industry is also 
strongly represented in Flintshire 
by Holywell Textile Mills Ltd., 
who have achieved in recent 
years notable success in home 
and export markets, particularly 
with their woollen furnishing 
one upholstery fabrics of modern 


sign, 

In the South, a model factory 
at Llanishen, on the outskirts of 
Cardiff, is the home of Brockle- 
hurst Yarns Ltd., one of the best 
known firms of nylon, silk and 
rayon throwsters. 

The claim of Monmouthshire 
to textile fame derives from the 
manufacture of nylon staple yarn 
by the British Nylon Spinners 
Ltd. factory at Pontypool where 
extensions now in hand will in- 
crease their present annual out- 

’ of 10 million Ib. to 30 million 
b. by the end of next year. 
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Publicity campaign for 


U.K. goods 


Tt PROVINCIAL govern- 
ments of Manitoba and 
Saskatchewan have proclaimed 
the week of September 6-11 to 
be observed as British Trade 
Week throughout the two 
provinces. This event, which 
will be the sixth in succession, 
is now looked upon as an 
annual autumn promotion and 
receives good support from the 
leading stores, wholesale 
houses, provincial govern- 
ments, municipal authorities 
and the press. 


The Trade Week is essentially 
a publicity campaign to draw the 
special attention of the buying 
public to the British goods avail- 
able in the local shops and to 
develop in the min of the 
people the need for two-way 
trade with Britain. 


Immediate results are not 
readily discernible, but it is 
clear the Trade Week con- 
siderably helps to stimulate 
the sales of goods and 
this fact has been emphasised 
many times by the local repre- 
sentatives of United Kingdom 


Help with arrangements 


Again this year the staff of 
the United Kingdom Trade 
Commissioner’s office in Winni- 
peg will be nees to co-ordinate 
plans and making arrangements 
for the distribution of specially 
printed leaflets, showcards and 
window streamers. They also 
hope to get press and radio pub- 
licity and to encourage the agents 
of U.K. firms to promote special 
displays. The large department 
stores in the main towns of the 
two provinces—Winnipeg (popu- 
lation 354,000), Brandon 
(21,000), Regina (72,000) and 
Saskatoon (55,000)—will, if they 
repeat their 1953 efforts, as seems 
likely, go to considerable ex- 
pense to display their British 
merchandise. 

After the event in 1953 the 
U.K. Trade Commissioner re- 
ported that it was apparent that 
not enough attention was being 
paid to the Trade Week by 
manufacturers in this country. 
This was due in the main to an 
insufficient awareness of _ its 
importance. It was reported that 
few U.K. manufacturers directly 
concerned themselves in helping 
their agents and the Trade Com- 
missioner recommends that firms 
represented in Canada should 
arrange for window displays to 
be set up by. seeking the co- 
operation of some of the more 
important retail shops who sell 


in Canada 


their goods by offering attractive 
display material. 

The large department stores 
are always willing to feature 
outstanding set pieces, exhibits, 
interesting machines or 
possibly a film, none of which 
need be within their own direct 
sphere of — merchandising. 
Sucly displays used in conjunc- 
tion with British Trade Week 


are seen by thousands and 


attract wide publicity. 


Three P’s of 
} export trade 


4 
HE ae took 


place 
‘ millionth 


years ago at the age of 22,! 
the firm’s total annual exports 
amounted to less than £500. 
’Since then he has travelled 
pan average of 50,000 miles a 
year, has crossed the Atlantic 
17 times, and travelled over 

North 


He believes that the firm’s 
success is largely due to con- 
{centrating on what he calls 
»“the three P’s without which 
Britain cannot hope to hold 
her own in export markets— 
price, packaging and pleasing ; 
the customer.” 

In packaging he feels we 
have come a long way, but 
it is essential to be sensitive 
to the changes in export taste. 
+ Pleasing the customer, in 
Mr. Horner’s view, consists 
in recognising the only dic- 
tatorship to which the British 


still too often do not—the 


Modernisation of the com- 
pany’s factory has included | 
;the installation of the most{ 
»modern conveyor belt system, 


qand the bulk handling of 


sive use is made of two-way 
radio for controlling internal 
ptransport in the five-acre 
{ factory, and delivery vehicles 
4 in the district. 


;should willingly submit, but { 
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This season 5,000,000 golfers in the British Isles will average 20 
games of 18 holes, handling their tee at least twice per hole, present- 
ing a Glorious Untouched Field of advertising of at least 3,600,000,000. 
* sights’. 

TEE-MATS are Waterproof, Flexible, Light in weight, and virtually 
indestructible. Printed in all colours with your advertisement boldly 
showing, they are never out of sight. 

The Golfer just slips a Tee-Mat on his 
wooden tee, and continues his game in 
absolute confidence of NO MORE IRRI- 
TATIONS AND EMBARRASSMENT 
THROUGH A LOST TEE. 


It’s New .. . It’s Practical . . . It’s 
Novel ... it’s Cheap . . . So cheap, 
TEE-MATS can be given a 


The Tee-Ma' is approx. {line 
diam. We strokes impeded 


vel for furth ta ees 


chal Advertiias: Division, 
cTp., F 
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Review of Poster Advertising 


“WHat do you do for a 
living?” 

“I'm in advertising.” 

Baffled silence. 

“Oh, do you draw the 
sketches or think up the cap- 
tions?” : 

I need scarcely add that in this 
familiar dialogue the subject of 
American advertising crops up 
very soon indeed. “Don't you 
think those American advertise- 
ments are wonderful? The 
coloured ones, | mean.” 

We know. 

Beautiful artwork, beautiful 
photography, beautiful colour 
regeadection, elegant scripts and 
live typography, these are indeed 
the main ingredients of much 
American  advertising-—ingredi- 
ents which appeal very strongly 
to the British public. 

But remove these admirable 


what is left by way of sound 
creative thought, aptness and 
continuity of selling theme, and 


e 


look for the Walls sign! 


The influence of American adver- 
tising is strongly present in this 
new Wall's ice cream poster, in 
the opinion of Stuart Lewis, It 
is hard, be believes, for any but 
the hardened American comic 
reader to like this form of 
illustration. 


STANDS FIRST AND 


Creative thought v. 
the Awful Child 


By STUART LEWIS 


all the unspectacular qualities 

of good advertising which the 

public never notice? 

Very often very little. 

There are clever gimmicks and 
plenty of rules of thumb, as well 
as the rule of thigh which leads 
to the appearance of, say, a half- 
clad film starlet in an advertise- 
ment for, say, a power tractor. 

Mercifully, British advertising 
seldom sinks to the level of the 
painfully strained analogy, ex- 
cept when the treatment is 
intentionally humorous. Never- 
theless, certain British advertisers 
(and presumably their agents too) 
are showing a marked preference 
for American-style artwork. Up 
to a point this is an excellent 
thing, for it means that their 
boy-meets-girl and domestic-bliss 
jobs are nearing the pictorial 
standard of the “romantic 
fiction” features of our mass- 
circulation women’s magazines, 

There is, for example, Robb’s 
bold and vital illustration for the 
Fairy Soap poster; and Fairbairn, 
too, has recently become a wel- 
come habitué of the hoardings. 
These, and a few other British 
artists put into their figure draw- 
ing all the warmth and vigour of 
the best American work. 

What can one think, however, 
of the couple in the new poster 
for Wall's ice cream? 

One can take it for granted 
that all the best young men these 
days have Gregory Peck-ish 
smiles and all little girls are just 
too cute for words. Be that as 
it may, it is hard to believe that 
the form of illustration used here 
can appeal to anyone save the 
hardened reader of the American 
so-called comic. 


The slap-happy chap with 
the bright blue eyes, the revolt- 
ing small girl with the chimp- 
like grin, are they really 
believable when removed from 
the wham-bang dream-world 
of the American strip cartoon? 
1 fear the Awful Child would 

look far more natural with a 
banana or a bag of nuts than a 
Wall's ice cream; for if she is 
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The new Capstan 
poster, designed by 
Abram Games, is 
being used on 
buses, and poster 
sites, as well as in 
window displays, 
the press and in 
cinemas in the 
form of an ani- 
mated filmlet. 


not the kid sister of J. Fred 
Muggs I am prepared to eat my 
baseball cap. 

Now that pop-eyed housewives 
are reckoned to losing some 
of their original impact, are we 
to be exposed to a gallery of 
Muggs-like mugs? Let us ho 
that the ghastly grin in the Wall's 
poster is no more than a flash in 
the pan. 

ba OK ok 

It 1s impossible to let a month 
slip by without making some 
comment on a new poster by 
Abram Games. Unfortunately I 
cannot bring myself to comment 
very favourably on his new de- 
sign for Capstan cigarettes. 

As always, Games has had a 


ae 3 


if 


Br 


good idea. To illustrate the 
slogan “Made to make friends” 
with two silhouetted faces, male 
and female, built up of cigarettes 
of different lengths is a very 
good idea. In theory it links the 
product visually with the selling 
theme. In practice it does not 
work out. 

The two faces are in no sense 
attractive or even quaint or 
amusing. They are just cigarettes 
arranged to look like faces. 
Somehow or other the colour 
scheme of the poster is equally 
unsatisfactory. There is a muddi- 
ness about the  red-and-blue 
background 

It is only fair to say that the 

@ Continued on page 138 
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Where will the war of attrition between the whites and the whiter- 
than-whites and the whitest-of-alls finally end? Here is one of the 
. with one dog presumably boiled spotless. 


latest Surf posters . . 


FOREMOST IN LONDON 


AND PROVINCES 


PRINCIPAL BRANCHES 


PROPRIETORS 


ODHAMS PRESS LTD. 


MANCHESTER 


112 HIGH HOLBORN W.C.1. 


BIRMINGHAM 


LEEDS 


FOR ENTERPRISE 


ORIGINALITY AND — 
EFFICIENT SERVICE — 


WATFORD 


SOUTH COAST 
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POSTERS make a brand name well known. For the brief 


message that makes sales through repetition there is no medium 
like poster advertising. Mills @ Rockleys will be pleased to discuss 
planned poster advertising with you. 


MILLS & ROCKLEYS LTD. 


Poster Advertising Contractors - Administration: 21 Queens Road, Coventry 
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Sheffields 


POSTER SITES 


and 


BIRMINGHAM 


The ideal combination for 
PROFITABLE 


POSTER 


PUBLICITY 


a ‘ 


Manchester Poster Services Ud 


»1 29 1 Bootle Street, Deansgate, 


Manchester? 


100% “Dry Brush” Service 


for Your Posters in 


N. & N.W. LONDON 


PADDINGTON 0166/7 


DINGTON ADVERTISING COMPANY 


37 SPRING STREET, W.2 


| majority of the 


© REVIEW OF POSTER ADVERTISING —continued 
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public will 


| respond to the neat conception 


of this poster and remain largely 


unaware of the shortcomings of 


its execution. 
a *z % 

Wuere witt the war of attri- 
tion between the whites, the 
whiter - than- whites and the 
whitest-of-alls finally end? Amid 
the flurry of well-washed sheets 
and fixed smiles which are still 
the dominant features of most 


| detergent advertising, it is refresh- 


ing, even cleansing to see the 
newest poster for Surf. It shows 
three delectable comic dogs, two 
of which are spotted and the 


| third—as the slogan stresses— 


boiled spotless. 

Let us not forget that good 
advertising, despite the well-tried 
rules which govern it, is subject 
to fashion trends. It may well 
be that in soap advertising the 
pendulum is swinging away from 
the hyperthyroid girls. In their 
newest poster Daz have discarded 
human interest in the flesh-and- 
blood sense and have turned to 
a happily animated shirt instead. 

So far so good. Now what 


Human interest is also avoided 

in this giraffe-style Surf poster. 

With the spotted dogs does this 
indicate an animal trend? 


about some copywriter thinking 
up a few slogans which do not 
include the word “white”? 


Poster for dry 


cleaner vans 


A POSTER has been pro- 
duced by the Kangol organ- 
isation specially to be used by 
dry cleaners on their delivery 
vans. 

This development has followed 
upon the successful response 
received from members of the 
National Federation of Dyers 


| and Cleaners for the showcard 
| issued by Kangol and carrying 


the advice for members of the 
ublic to take their trimmed 
rets (berets with leather head- 


| bands) for treatment at dry 


cleaners. 
Since the showcard was first 


| made available, more than 100 


members of the National Federa- 
tion of Dyers and Cleaners have 
requested a total of well over 
2,000 showcards for _ their 
branches. 
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The new Kangol poster 


HAT is claimed to be the 

highest neon sign in Bir- 
mingham is here seen in course 
of erection. The work was 
carried out by the Franco- 
British Electrical Co., Ltd., for 
The Times Furnishing Co. on 
their premises in the High Street. 
The building is tall and occupies 
a prominent site. 

In the characteristic style of 
The Times Furnishing Co., the 
letters are manufactured in lead 
coated sheet steel and range 
from 10 to four feet in height. 
The word “Times” is fitted with 
a double line of fluorescent rose 
tubing and the word “Furnish- 
ing” with a sing'e line. 
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Fram ony point ; 
of view | make @ Arty or practical 
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¥ + os YOUR POSTER 


y fee Wety 
X.. Kes ie {pda ie all wees ai § lle Whereas to the layman's eye a Poster can 
LL STATIONERS WHO SELL THE BEST % seem to be everything that is desired, the 
ee | highly qualified Poster Contractor can often 


AST Christmastide, Raphael Tuck & Sons issued silver glittered | detect some weakness which experience 
sostoants for the anyone palietiy their ont P eagp a has taught him to guard against. The 

TISER’S WEEKLY, page , November 19). This was the first time ‘ , ’ 
that a silver glittered card had been so displayed. Their latest roof- pretty pretty’ picture often lacks vital 
card also breaks new ground. It shows a cartoon-style rabbit made appeal. The ordinary poster can frequently 
of brown and white furry material. 


7 


be redesigned and prove more effectual. 
Sheldons 113 years’ experience in Poster 
Advertising can do much to enable adver- 
EN neo BE os i oe tisers to get the most out of their Poster 
~SOUTHPORT | Adueitelig, 
B On The Lamcaens COAST > & *Have you had a copy of “MAKING A 
> = ) POSTER”? Application on business note- 
paper will ensure a copy by return. 


Seldons Itd | 


Established 1840 
SHELDON HOUSE + QUEEN STREET + LEEDS 1 


Creasure 


Golf is the theme of anew poster This poster has been produced 
in praise of Southport produced by _ British Railways  North- 
by London Midland Region of Eastern Region, to bring to the 
British Railways in conjunction notice of stay-at-home holiday 
with the Southport Corporation. makers the convenience of a 
The artist was V. L. Danvers. “Holiday Runabout” ticket. 


There is plenty of “ Treasure” 
to be fourd in the vast influential 


iN | 
LANCASHIRE |) | nic sucte cores by me 
THE (DEAL POSTER County HOME COUNTIES 
NEWSPAPERS GROUP 


129,729 Net Sales 45/- sci. 
Represented in London by 


WILL KITCHEN, Jr. LTD. 
POSTER ADVERTISING 13) Fleet Street, 6.0.4 Central 1960 


ASSOCIATION Head Office LUTON Phone 5050 
Manager Claude W. Gilder 


Left: The latest poster produced by Thos. Cook & Son, Ltd., for 
world-wide distribution was designed by Derrick Hass. Right: Three 
stately homes are featured in the new London Transport poster. 
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ADVERTISER'S WEEKLY 


Largest Net Sate in Kent 


KENTISH TIMES 


THE POPULATION OF KENT 


has increased since the 1931 census by approxi- 


mately 30%. 


In the same period the average weekly net sales of 
the “Kentish Times” Series have increased by 


nearly 240%. 


FROM 25,600 IN 1931 TO OVER 


85,000 in 1954 


THE LARGEST IN THE COUNTY 


. 

MERCURY © ex:erions 

z DISPLAYS 

DISPLAYS © 20.2% 
LIMITED © PRINTING 

WORKS & ADMINISTRATION e AND 

EASTWOOD STREET, $.W.I6. 

Tele: STREATHAM 4248 e@ PERSPEX 

HEAD OFFICE e FABRICATION 

171, NEW BOND STREET, W.1. 

Tele: GROSVENOR 8711 . 

THE COUNTY OF | Essex County 
MIDDLESEX | | standar 
CHRONICLE | | «tie 

SERIES 
Intensively cover the populous] | over 


prosperous area of South- 


West Middlesex 


43,860 


wines HOUnslow 0016-7-8 
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Giants? SHOWCARDS, POSTERS, 
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the story more effectivel 
yy Aue 
Autotype, Brownlow Rd., W.13 Ealing 2691 


AUTOTYPE our] 


BUS BACKS, CUT-OUTS, 


28 PRIESTS BRIDGE, 
UPPER RICHMOND ROAD, 5.W.14 
PROepect 8097. 


DAYGLO PRINTERS 


—— BUDGET * sinaagcad 
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WALLACE HIG LTO. THE Ane Y FURRIERS, PRINCE OF WALES ROAD NOEWICH Tu FP): 


A pioneering adventure in East Anglia 


How local advertisers can 
use the serial strip 


HADES of Horlicks! Have 

you noticed how the strip 
serial technique is becoming 
increasingly popular? Its pull 
in the provinces has, inevitably, 
produced an obvious reaction. 

The more discerning local 
advertisers are interested—and 
some of them are beginning to 
nibble at the idea. 

Progressive managements are 
keen to encourage such a 
development. How effectively 
they can do so is demonstrated 
in the illustration reproduced 
above. 

This advertisement which ap- 
pears in the morning, evening 
and _weekly newspapers of the 
Norfolk News Company Ltd., is 
a pioneering venture on the part 
of a local advertiser. It was 
produced with the help of the 
staff in the newspapers’ own ad- 
vertisement department, though 
the company has no _ service 
department as such. 

“Several members of our staff 
are quite useful in the matter of 
assistance to advertisers—as in- 
deed they should be,” the general 


BY WILTON EVAN 


manager, W. M. Young, tells me. 

(“Quite useful” is, I think, a 

very modest way of putting it.) 
For vigour, draughtsman- 

ship and composition this ad- 
vertisement is, indeed, notable. 
In sound selling argument the 
strip lacks nothing. The ad- 
vertiser would be well advised 
to continue the technique for 
some time, varying the con- 
tent matter periodically. 

A local motor company, in its 
advertisements in the Enfield 
Gazette and Observer, combines 
the strip technique with a family 
interest. It features a family 
known as the Starrs. When 
mother takes her driving lessons, 
for example, the Ford “Popular” 
and the firm’s tuition service 
both get a boost. The family’s 
motoring adventures have already 
attracted a good following. I 
doubt if the Starrs will ever 
equal the Archers in popularity, 
but in Enfield, at all events, the 
Gazette has won for them more 
than passing fame. 

The Wonder Baking Company 
—whose admirable slogan 
“Wonderloaf—same price as 
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Family interest strip in the 


ordinary bread” merits salutation 
—are also using the strip tech- 
nique in local weeklies. 

e cricketer whose tireless 
energy amazes everyone, is a 
different man, his wife reveals. 
A month ago, he “always 
seemed tired.” (Doesn't that 
ring a bell?) Now, of course, 
he eats Wonderloaf. So, too, in 
another strip the erstwhile 
irritable husband who was right 
off his food, is soon belting into 
the toast and masmalade with 
Bunter-like enthusiasm. All good 
clean fun—and good een 
selling. 

The strip technique is onl 
the starting post, as yet. It is 
probably more adaptable to local 
advertising than any of us had 
ever dreamed of. 

The butcher, as well as the 
baker, the merchant and the 
motoring firm, the fishmonger as 
well as the furnisher are all likely 
to be interested. 


* +* Bg 


THe 500TH Issue of the 
Wythenshawe Recorder, one of 
the Manchester Weekly News- 
papers group, provided an 
occasion for co-operation in a 
two-page advertising feature of 
congratulatory messages from 
the newsagents to the newspaper, 
and served to indicate the dues 
relationship which the paper has 
gained with its distributors. 

The editorial on the pages 
“toasted” the newsagents for the 
part they play in the chain which 
takes the newspaper to the reader 
and, in turn, the newsagents ad- 
vertised their congratulations to 
the newspaper on its progress. 
Altogether a most original and 
convincing testimony to the 
mutual esteem of a newspaper 
and the newsagent. 


* * * 


LOCAL FEELING towards the 
centenary of Llandudno was 
rather lukewarm until the North 
Wales Weekly News began to 
stimulate interest. 

By judicious promotion they 
aroused enthusiasm 


in civic 
circles and among the trading 
community. One satisfactory 


(1 
‘4 


a pyssots 


“Enfield Gazette & Observer” 


result was that the Weekly News 


was able to publish an eight-page 
supplement reviewing a century 
of progress. This made their 
issue for that week a 16-page 
effort—the first since 1939. 

The Ee itself is to-day 
making such progress that they | 
are now installing a _ rotary 
instead of the Cossar machine 
which they have had for some 
years. 

* # 

WHEN A LOCAL garage adver- 
tised a four-seater coupé in the 
Doncaster Gazette they expected 
a | of local interest—but 
ailed to realise just how far a 
provincial weekly can pull. 

Imagine their surprise on re- 
ceiving an offer from the West 
Indies from a firm of importers 
secking the sole _ distribution 
rights. 

“If you are not in a position 
to supply us with the facts please 
put us through the right 
channels,” stated the inquiry. 

* * * 


COMPLETE TRANSFORMATION has 


141 


been wrought in the Wednesbury | 


and Darlaston Times and the 


Rugeley Times, formerly localised | 


editions of the Walsall Times 
series which was _ recently 
> pes by the Walsall Observer 
Lt 


Originally the size was 
re in. * 18 in. and now both 
pers have gone over to 
Tat in. * 13 in., the number of 
columns being reduced from 
eight to six. But there are 12 
pages instead of six. 
Make-up and typography have 
been completely modernised. 
* * * 


On Jury 2 the Herts Advertiser 

published a composite page on 
the Royal Show. Ags Windsor is 
some distance from their circula- 
tion area this is considered quite 
an achievement. The page was 
contained in five local editions of 
an 18-page paper. Six of the 
previous nine issues of the paper 


have been 18, nine column pages. | 


Thirty-six more pages have been 
published in these nine weeks 
than in the corresponding period 
last year. 


_ and 
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A name which is accepted by National Advertisers 
their for quality colour printing 
by Litho Offset and Letterpress processes. 


A gents 


Works at Angel Yard Loughborough 


CP. AR CRANE. 44 FLEET STREET ECA TEL CEN 6820 


PHOTOPRINTING 
ON GLASS 


a, 


IT’S HIGH TIME TO ORDER 
YOUR CHRISTMAS GIFTS 


DISTINCTIVE ADVERTISING GIFTS FOR 

EXECUTIVES’ DESKS 
GLASS PAPERWEIGHTS « GLASS ASHTRAYS - DESK 
PEN HOLDERS « ROCKER BLOTTERS « PERPETUAL 

CALENDARS 
Prices from 4/- to 10/- including Purchase Tas 
NOVOLOR LTD., 

Avenue, London, E.C.3 

Tek ROY AL O88 (three lines) 


ADVERTISING MIRROR MANUFACTURERS 
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ADVERTISER'S WEEKLY 


How to sell successfully 


at an exhibition 


The design of a stand is one of the things that can powerf 
influence success in exhibition participation. 


ully 
This article is 


based upon an address given by C. WARRENNE, Exhibitions 


Officer to the Gas Council, 


T HE task of every exhibition 
stand is to sell something, 
whether it be an article, a 
service or an idea, and this 
fact must be foremost in the 
designer's mind when planning 
his layout. This means that 
selling starts at the drawing- 
board stage. 

There are, generally speaking, 
two kinds of exhibition selling, 
each requiring a different treat- 
ment in design and layout, They 
are: 

® Selling an article, 

® Selling a service. 

In the first instance, the selling 
is usually best done on an open 
type of stand, with equipment or 
articles to demonstrate. In the 
second instance, selling is often 
more successfully carried out in 
the stand office, by means of 
conversation and literature. In 
this case, much of the stand will 
be enclosed. 


Selling the service 


We in the gas industry are 
selling a service, but enjoy the 
best of two worlds by having the 
advantage of selling the service 


either by demonstrating the 
equipment or by using the 
“conversation” method in an 


0 . ‘ 

The exhibition stand designer 
must be similar to the salesmen 
and know well the articles or 
service with which he is deal- 
ing. He must give a_ great 
deal of thought to the relation- 
ship of any counter-attraction 
that may be near enough to com- 
pete with his exhibit. He must 
also take into consideration the 
position of his stand in the hall 
and the main and general flow of 
visitors, and then set to work to 


to gas salesmen. 


plan a stand that will help the 
sales people to sell. 

Competition in the form of a 
counter-attraction may be very 
near and it is therefore important 
for the designer to provide one 
or more “eye-catchers” that will 
attract the attention of the 
visitors and hold their interest. 
It must at the same time tell a 
story or give information that is 
— understood and perhaps 
illustrate a feature that is not 
otherwise obvious to the casual 
passer-by or looker. 


Introduction to strangers 


The salesman on a stand likes 
to have a ready talking point. 
This can be provided by the 
“eye-catcher” which, if interest- 
ing enough, can, like a dog on a 
lead, often be used as an intro- 
duction to a stranger. 

Many may wonder why a 
stand is planned in a certain way. 
The answer is that the designer 
has tried to find solutions to such 
problems as these :— 

® Which way will most of the 

ple go? 

® How can I get them to stop? 

@ls there any special reason 
for featuring, say, cookers or 
water heaters to link up with 
a special selling campaign’? 

@ls a large or small o 
. required? 

@Should the appliances be 
grouped in kind, or set out 
as a complete service, like 
fitting up a kitchen, etc.? 

There are, of course, many 
more problems which are ap- 
plicable to each separate 
exhibition. 

When these problems are being 
worked out, consideration is 
given to reports and recom- 
mendations made by sales people 
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One of the problems of the designer is to build a stand which can 

be seen and identified among the many other stands spread over a 

large area. Last year's “Gas and Coke” stand designed by the Gas 

Council's exhibitions department for the Royal Show at Blackpool 
achieved this. 


One of the exhibitions at which the Gas Council has been represented 


was the Hotel and Catering Exhibition at Olympia. 


Focal point of 


the stand was the demonstration platform in the centre. The mirror 
over the demonstration table enabled the many interested spectators 


to have a clear view of the work of the cookery experts. 


Set ona 


higher level, on the right, was the visitors’ lounge with selected gas 
appliances arranged round the walls. 


who were on duty at a previous 
similar show. In this way the 
salesman has influence on a de- 
sign right from the start of 
planning and it is only with a 
combined effort that a successful 
selling stand can be produced. 

When talking about the de- 
signer, I have referred to “his 
stand.” This is true, since up to 
the time of the opening of an 
exhibition, the exhibit is the 
designer's responsibility. There- 
after, it passes to the sales people 
to do the job for which it was 
designed. 


Making life easy 


Let us assume that the de- 
signer has done his job well and 
provided an exhibit that has 
everything the salesman could 
desire for making life easy. How 
easy is the job really going to 
be? What sort of people is he 
going to encounter and how 
should he or she meet them? 

For the most part, selling in 
the showroom is rather different 
from selling at an exhibition, 
since in the latter case, visitors 
are in a more receptive mood 
and react more readily to the 
most elementary demonstration. 

I think that there are two main 
reasons for this. 

Firstly, exhibitions are cheer- 
ful places, with plenty of light, 
colour, warmth and occasionally 


music, and, therefore, cannot 
compare with the somewhat 
“official” atmosphere of the 


average showroom. Here, a dis- 
tant and rather cold relationship 
is not helped by the accounts 
section in the background, with 
its numerous papers and 
telephones. 

The second reason is that 
most people who visit an ex- 
hibition, come with a sneak- 
ing h that they will find 
something that is “Just what 
they want.” They also like to 
tell their friends, “I bought it 
at the exhibition.” All this 


means that a salesman at a 


show is off to a good start, and 
can with confidence expect a 
friendly reaction to a friendly 


approach. p 

When talking to a visitor it 
should be remembered that you 
have a good exhibition stand, 
with which he is_ probably 
impressed. But don't feel set 
back if the first question you are 
asked is “Where is the electricity 
stand?” or “Where is the restaur- 
ant?” because visitors do not 


Visitors to a stand at an exhi- 
bition are generally in a more 
receptive mood than they are 
} when they call into a show- 
room. For this reason the 
exhibition salesman is off to 
a good start. 


usually rush in and out of ex- 
hibitions and a little friendly 
help may encourage them to 
return to your stand. 

It should be remembered that 
most people who visit an ex- 
hibition come to /ook and there- 
fore a buyer is nearly always 
first a looker. So spend as much 
time as is reasonable with any- 
one who shows interest in what 
you have to sell, even although 
it may be apparent that they are 
not at that moment thinking of 
“signing up.” 

‘hen you have customers, give 
them your undivided attention, 
ac* almost as though you ex- 
pected them to call and make 
them feel that their visit was one 
of the reasons why the stand was 
built. It is as well to remember 
that most people are subject to 
similar emotions and reactions 
and have the same ambitions and 
vanities as yourself and a little 
gentle flattery will please them 
and help you to gain their con- 
fidence. 

The salesman’s art which he 
uses to earn his daily bread has 
a natural setting in an exhibition. 
But competition is fierce and just 
across a narrow gangway. For 
this reason alone the most should 
be made of the stand. 
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ASTROLOGERS, 
PLEASE NOTE 


ASTROLOGERS will doubtless be 
interested to learn that Ernest G. 

alker, and Leo O'Farrell, who 
have just been appointed respectively 
managing director and assistant 
managing director of Rumble, 
Crowther & Nicholas, were both 
born on the seventh day of the 
seventh month of 1907. he “G” 
in Mr. Walker's name stands for 
George, but this is rarely mentioned 
because he has a brother named 
George (i.e., George Frederick) who 
is media director at Lytle’s. The 
third brother, Peter, sells space for 
Hulton’s Swift and Girl. 


Mr. Walker has been associated 
with Ewart Rumble, J. B. Nicholas, 
and the later H. F. Crowther since 
1924 in the old Holford Bottomley 
days. Although his early experience 
was on the copy side, during the 
war he had to give much more 
attention to administration, in which 
he has developed a keen interest. 
He has lectured on agency admini- 
stration to students of the Institute 
of Incorporated Practitioners in 
Advertising and of the Incorporated 
Sales Managers’ Association, 
has been an examiner in this subject 
in the Advertising Association 
exams. During the war, when a 
number of agents came together to 
handle National Savings advertising, 


Jury 15, 


he was appointed co-ordinating 
secretary ol creative side, a Si- 
tion which he still holds, is 


also a member of the und of 
the Creative Circle. At R.C.N. he 
is in charge of a number of im- 
portant accounts of which Ford is 
the principal 

Painting landscapes is a week-end 
relaxation, but Mr. Walker has 
never thought enough of his own 
work to exhibit it. . 


Iron Pirates 


"THERE were some bright remarks 
at the luncheon to launch the new 
Canadian agency, Pemberton, Free- 
man, Bennett & Milne, the other 
day. Recalling that Vie Bennett 
was an Englishman who became a 
naturalised American oat remained 
very English, Robert Freeman said 
that an admirable way of infuriating 
him was to call him a 
Englishman!” 


Leonard Brockington, 
Canadian lawyer and broadcaster, 
said he was glad to be present when 
four iron pirates were or ~ 4 
tackle the impregnable 
reference to the fact that “Alfred 
Pemberton’s father, that noted 
author: the late Sir Max Pemberton, 
wrote “The Iron Pirate” and * ‘The 
impregnable City.” 


“~ 


“Our next survey will be 
a survey into the reader- 
ship of readership sur- 
veys.” 


a noted 


143 


DUE to retire later this year from 
his position of P.R.O. to the 
2 Societies’ Association is 
F. H. Champion. During the 12 
years he has held this position he 
has contributed much to the stand- 
ing of the building society move- 
ment by the excellent relations he 
has maintained with the press and 
public. He knows that what the 

pers want is news, and he saw to 


Dw YOu know that 50 years ago 
the traffic jams in the City were so 
bad that it might take 20 minutes to 
get from the south side of Black- 
friars Bridge to Farringdon Market? 
The difference was, of course 

the traffic was horse-drawn. Every 
morning there were droves of cattle 
and sheep going through the streets 
across to the slaughterhouses in 
South London. 


I am indebted for this informa- i that they got it. | shall be 
tion to E. A. Ackroyd, who retired surprised if Fleet Street has seen 
last yy from C. & E. Layton, _ the last of him. 


where he has been a proof reader 
since 1928. “Acky” joined Layton’s 
54 years ago, three days before sg 


Strong acquisition 


relief of Mafeking. toria 

started, there were only four com BBoaRD ot Editor ay. 

positors on the payroll, and the Claude § y acquired an 

aoat gj machine at Layton’s important addition in the person of 
instal four years later. gir K Grubb. As Ministry of 


Travellers made their journeys by 
hansom cab; everybody rushed to 
the window in excitement at the 
sound of a motor horn; and he 
remembers the first 9 4. e 
dirigible round St. P 

Ackroyd has always worked on o 


Information controller of overseas 
publicity, Sir Kenneth exercised a 
general direction over the far-flung 
operations of British war-time pub- 
licity. After the war a group of 
British industrialists and merchant 

concerned with the Latin 
American market asked him to plan 
a collective scheme of goodwill in 
the field of public relations. The 
very successful result was Canning 
House, headquarters of the Hispanic 
and of the Luso-Brazilian Councils. 
Sir Kenneth has travelled extensively 
in Africa, India and the Near and 
Middle East. 


WOULD SPONSORED 


ADVERTISER'S WEEKLY 


VARIETY SAVE THE 
MUSIC HALL? 


Woutp sponsored variety halt 
the decline of the music hall? The 
other day the Morning Advertiser 
ve some interesting opinions on 
question. Tom 

Tom Phillips Publicity 
Manchester, is quoted as pointing 
out that the product must be as 
ft as the advertising. ‘‘The col- 
4 publicity Scheme is expen- 
he said. “You couldn't do 

it nationally under about £30,000, 
and all you are doing in the main 


is telling ple to go and see the 
cheap and tawd a - show in 
their local variety wii 2 


Phillips thinks that the theatrical 
magnates and stars should set their 
nome in order first. : 
t veteran trouper Georgie 
Wood, in an article in Stage, 
declared that a panel of experts was 
needed if we wanted the vale that 
would both sell and appeal. * 
sort of sponsored variety shows | 
have in mind would have the biggest 
advertising accounts to back them 
so they could perhaps get a national 
Newspaper to co-operate,” he wrote. 
+ * 
Pusucrry officer of _ the 
Cyclists’ Touring Club, H, John 
ty , is joint author (with William 
foreign touring expert of 
My same organisation) of Ausiria, 
the first in a new series—the “Good 


Companion” touring  guides-—-just 
published by Nicholas Vane Lid. 
Contact 


Howard Riddell (right), managing 

director, C. & Layton Litd., 

presents a gold watch, a gift from 

the directors, to ‘A. E, 

on his retirement after 54 years 
with the firm. 


same site, though not in the present 
building, which was built on the 
poubtestine. t burnt 


Last Friday Howard Riddell, man- 
aging director, presented him with 
a gold watch as a mark of the 
directors’ esteem. May it tick over 
many years for him in a happy 
retirement! 


Lunch with Marlene 


Twice in my life 1 have had 
the — J lunching in the 


ya & Miss Marlene Dietrich 
at t nS ™ first occa- 
sion was some im publicit 
“do” before the war. The am | 
which took place last Friday, was 
to enlist the support of the press in 
a new campaign against polio. Miss 
Dietrich, who is a staunch supporter 
of the fight against this dread 
disease in America, was one of the 
speakers, and. Lord Manecroft 

another; Gilbert Harding was one 
of a number of celebrities present; 
and Admiral Sir Charles 
chairman of the council, National 
Fund for Poliomyelitis Research, 
presided (he is, incidentally, a direc- 
tor of Sidney-Barton Lid., whose 
subsidiary, L. H. Maxted Léd., is in 
charge ress liaison). | herewith 

of] my littl quota 

eeblicity for this fine = 4, Old Burlington St., London, W.1. 


Elizabeth Arden's famous Blue Glass horses (3 ft. in height) which came to life at our studios . 


any well-known trade marks come to life at WINSTON 
CLARK STUDIOS. Manufacturers of Cosmetics, Tooth- 
paste, Perfumes, Corsets, Fashions, Hosiery, Millinery, etc., 
use WINSTON CLARK STUDIOS’ — to a 
service for their advertising models 


WINSTON CLARK STUDIOS LTD., 
Telephones: GROsvenor 7916. REGent 1191 


and display units. 
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ADVERTISER'S WEEKLY 


Are retailers 
indifferent to 
advertising ? 


Commenting on the results of 
Colman, Prentis & Varley Ltd.'s 
survey of the views on adver 
tising of 700 retailers in 11 north 
of England towns (ADVERTISER'S 
WEEKLY, June 24), the leader in 
last week's issue of The Iron- 
monger asks whether it can be 
Er a true” that one-seventh 
of the ironmongers in_ this 
country are virtually indifferent 
to the effects of advertising. 
Among the retailers questioned 
were 112 ironmongers. 

“Perhaps the most surprising 
item in the figures of the survey,” 
states The lronmonger, “is the 
proportion of retailers § ap- 
proached who had no opinion to 
express 

Figures given by the survey 
state that I! per cent of the 
ironmongers questioned offered 
no views on press advertising, 
and 15 per cent had none about 
poster and cinema advertising. 


Motoring review 


A new four-page glossy motor- 
ing review has been published by 
Victor Britain Ltd., the London 
car-hire firm. It is called 
Driving Through Britain and 
will be sent to those who are 
interested in touring this country 
or the Continent by car. 


Cinema-goers stop in the foyer of the Granada, Tooting, to look at 
“Evening Standard’’ Helicopter pictures. The Helicopter-picture Exhibition, 
which will be on show during the coming months in cinema foyers 
throughout Greater London, has been designed as a mobile unit for easy 


siting as a temporary display. 


Anti-polio campaign is launched 


A big campaign—‘People 
Against Polio” — has been 
launched by the National Fund 
for Poliomyelitis Research. 

The publicity’ material being 
used incudes: 1,000,000 polio 
precaution pamphlets, 15,000 
stickers for letters, 50,000 quarto 
Imperial posters, 2,000 16-sheet 
posters, 2,500 double-crown 
posters, 1,000 advertising stereos 
(already in circulation), and 5,000 
stickers for car windshields. 

For this purpose, 24 tons of 
paper has been given, and the 
printing costs have been reduced 
to less than 30 per cent of normal 
charges. In addition, the cam- 
paign motif—the “P” insignia in 
the form of a sword—was de- 


STAR 


MOVE TO 


20, ST. 


signed and contributed by Abram 
Games; 75 stars of stage and 
screen have volunteered to assist 
the campaign wherever possible, 
and 1,500 firms have been asked 
to co-operate in the loan of 
poster sites, the use of the cam- 
paign symbol in press and poster 
advertising, the sponsorship of 
the printing of some of the 
novelty folders which will include 
the name and service of the 
sponsor, and by allowing time 
on sponsored radio shows for 
a mention of the campaign. 

J. H. Maxted Ltd., a subsidi- 
ary of Sidney-Barton, are in 
charge of press liaison. Dorland 
Advertising Ltd. are giving their 
services free as agents. 


ius SITE 


(Leeds) LTD. 


NEW PREMISES 
‘* HOWARD HOUSE =- 
MICHAELS. Rp. HEADINGLEY 


LY 19TH 
: LEEDS 51098 - 


. LEEDS. 6. 


Jury 15, 1954 


70 advertisers 
in new book 


An example of how advertise- 
ments in a book can keep down 
its selling price is provided by 
So You're Engaged, just pub- 
lished by Rowse, Muir. Although 
it contains articles from such 
famous and highly paid contri- 
butors as Gilbert Harding, John 
Betjeman, Peter Ustinov, Cartier, 
Elizabeth Arden, André Simon, 
Godfrey Winn and Googie 
Withers, it sells for only 8s. 6d. 

This is made possible by the 
fact that it carries 64 pages of 
advertisements from more than 
70 advertisers of such a calibre 
as: Ascot, the Daily Telegraph, 
Dunlopillo, English Electric, 
Fortnum & Mason, the Gas 
Council, Heal’s, Hoover, Huntley 
& Palmers, Lyons, Maples, Moss 
Bros., Pitman’s, Slumberland, 
Thor Appliances, and Wallace 
Heaton, as well as leading banks, 
hotels, and associations. 


The advertisements, some of 
them in colour, are placed 
throughout the book to go with 
the articles to which they are 
appropriate. Subjects of the 
articles range from the spiritual 
outlook, wedding preparations 
and the honeymoon, to food and 
wine, and life insurance. There 
is also a bibliography of books 


on Sex, 


Harry T. Kane is the advertise- 
ment manager. 
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Jury 15, 1954 


We Hear 


Newcastle's Town Improvement 
Committee are an offer 
from a London firm to provide bus 
shelters for the town free of charge, 
if they are sole advertising 
rights. 


* oe * 

More than 30 overseas journalists 
visited the new Birming Ex- 
change and Engineering Centre at 
Stephenson Place, Birmingham, on 
4 \ arranged by Sidney-Barton 

t 

- * 

A prize of £2,000 is offered by 
the Daily Herald in its Holiday 
Tunes Competition. The first e a7 
coupon appeared yesterday (Wi 
nesday) ‘he paper is also offering 
£100 for the first angler to land an 
English pike weighing more than 
40 Ib 

* * * 


Mills & Rockleys Ltd. have with- 
drawn their extended offer to pur- 
chase the Ordinary and Preference 
shares of the Sheffield Billposting 
& Advertising Co, as the percent- 
age of acceptances does not justify 
their renewing the offer. 


On the cart 
As an experiment, Wembley 
Council are to fix advertisement 


frames on two of their refuse col- 
lection vehicles. If successful, the 
idea will be extended to further 
vehicles. 

7 * * 


John Menzies & Co. have applied 
to Ayr Town Council for the pub- 
lication rights in the next official 

uide to Ayr, the present contract 
or which ends in 

* * * 

Original paintings, commis- 
sioned by John Player & Sons for 
advertising purposes, are being ex- 
hibited by Bewlay & Co., Ltd., 
cigar importers and pipe manufac. 
turers, at 138 Park Lane, London, 
July 19-31, under the title of “The 
Relationship of Art to Commerce.” 


On the car 


Trapinex Lid, have produced for 
Hulton Press transfers of their 
Eagle Club badge for use by 
Stiring Moss on his racing cars. 

* * * 


Twickenham has reached “‘satura- 
tion point” for poster sites, Cr. P. 
O’Gormon told a meeting of the 
local council. 

* + 


The teen-age magazine for girls, 
Heiress, is looking for the typical 
teen-age girl. A quiz in August and 
a panel of experts will be used to 


find her. She will receive a £100 
wardrobe and other gifts. 
* * * 
Printers of the Paignton poster 
of the Western ion of the 
British Railways, which won the 


Tattersall a a om were Charles & 
Read Ltd. London. 


* * * 


From July 19 the offices of Star 
Solus Sites (Leeds) Ltd. will be at 
Howard House, 20 St. Michaels 
Road, Headingley, Leeds, 6. 

a _ * 


Leslie Hardern, public relations 
officer to the North Thames Gas 
Board, has been elected chairman 
of the Council for Visual Education. 


The August issue of Vanity Fair 


contains a cial section on 
“Beauty on a Budget and How to 
Wear Clothes Well.” 
x a ae 
Branded Goods, “the buyers’ 
guide to ———— of 5 on 
quality,” is monthly 
published by Branded Goo” Jour- 
nal, London. First (July) issue 
contains 32 pages of art paper, 
9 in. x 11} im. First editorial is 
an article in defence of branding. 
The 21 advertisers in this issue con- 
tain many national names. _ First 
print order, 5,000 certified circula- 
tion; page rate, £30; advertisement 
manager, Richard L. Phillips. 


A pecent 
the largest sale in the Ruhr, had a 


full-page advertisement in English 
publicising itself as a big German 


advertising medium and stating 
that its British representative is 
Albert Milhado & , Ltd. This 


issue is being sent to all advertisi 


agents and the largest industria 
firms in Britain. 
Ba a a 


Three South-East Essex weeklies 
have been brought under one con- 
trol and centralised editorial and 
advertising staffs are now operating. 
The papers are the Hornch 
Post, the Harold Hill re and 
Advertiser and the Basildon News. 
They are still being published at 
129 St. Mary's Lane, Upminster, 
Essex. The combined rate for the 
series is 10s. 6d. per s/c inch, and 
for separate papers 7s. 6d. All the 
papers now have seven columns 
page. Newly appointed London 
advertising representative is W. 
Goodchild, 114-115 Holborn, ECCI. 

oe w 1 

The index of advertisements in 
the 190-page 58th Mid-summer 
Number of the Syren 
Illustrated occupied two pages 
close type. Many of the advertise- 
ments were in colour. 

i * cg 

A recent issue of the Sunderland 
Echo contained a composite page 
of pictures featuring June Leslie, 
West End mannequin, who appeared 
at the Sunderland Ideai Home, 
Trades and Industries Exhibition 
sponsored by that paper. 

© x x 

September issue of Design will 
contain a 20-page survey of the 
design and siting of street columns, 
seats, shelters other “‘street 
furniture.” 


to be included in the 

Weekly Advertiser, beginning this 
week. Advertisement rates remain 
any. 


A permanent Midlands section is 
Motoring 


aK of 
Record is organising 
7 at the Butlin camps 
oe and ar ean 


nies 
at Filey, 


The Statist eins its 75th 
anniversary with a 120-page issue. 
The Times, Scotsman, Y orkshire 
Post, Glasgow Herald, and the 
Liverpool Daily Post were among 
the papers that advertised in this 
issue. 


‘African Market’ 


changes hands 


The African Market, launched 
in 1947, as a trade and industrial 
monthly has been aogered by A. C. 
Braby (Pty.) Ltd. Durban, In 
the past two years this magazine 
has grown from an average of 36 
pages to its present 68 or more 
pages each issue. 


ok * + 
Book of the month for August, 


as chosen by Collins’ Y: 
bethan, is Treasure Divin Holidays 
by Barney and Jane Crile. 

as * * 

Meat Marketing, in its issue of 
July 7, carried a centre-spread of 
photographs taken specially for the 
editorial by Photo Coverage, 
London, whose operator worked 
from midnight on the Sunday of 
July 4, when pitching commenced, 
until just after 5 a.m. on Monday, 
when the first buyers arrived. 


Front cover of first issue (dated 
August) of new 
monthly appearing to-day (Thurs- 
day), price \s, 6d. 
+ + + 


An exhibition of enlarged and 
mounted portraits from the Satur- 
day “Portrait Galley” series in the 
Irish T is now on a promo 
tional tour. throughout Ireland. 
The exhibition, which opened in 
the seaside town of Arklow, has 
been welcomed by local authorities 
and has been presented in the Art 
Room of Waterford City Library 
and, during the current week, in 
the Limerick City Art Gallery 
where it is attracting considerable 
attention, Arrangements are bein 
completed for the presentation 
the caniisen in om. 


a 
Being cdaetees in the Daily 
Mirror is Parents’ August issue, 


containing a special 18-page section 
for the Mother-to-be 


The techniques, creative resources and 


experience we provide for our many and varied clients, 


were successfully applied to the 


BILLY GRAHAM CAMPAIGN 
It was a special problem in modern 


publicity, and that is how we see every new 


assignment—as an individual problem, 


to be approached, considered and tackled accordingly. 


FREDERICK ALDRIDGE LTD. 


Incorporated Practitioners 
1, WHITEFRIARS STREET, LONDON, E.C.4 * 


* 


in Advertising 
CENtrel si37 


Our brochure, just published, describing the Billy Graham publicity 
and its background will gladly be sent on request. 
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ADVERTISER'S WEEKLY 


Hercules back 


cycle dealers 


ure in almost 100 pro- 
BFR « 
e 

& Motor Co., Lid, General theme 

is to emphasise the excellent 

facilities by the modern 

cycle , 

me A are 

Advertising 


London launching 
Spaces in the evening papers 


Pro, Lambert Pharmacal Co.'s 
liquid denture cleanser. This and 
a campaign still running in —s 
are being handled Lambe 
Robinson Ltd. 


These 5 in the London 
evenings will be the main feature 
of the campaign, which will con- 
tinue for the next few months. 


Re 


Sct 


Ronson ‘development’ 


This window display stand will be 
used for Ronson's new electric 
dry-shaver, which is to be in the 
shops on October \. 

They state: This shaver is not just 
another Ronson line; it is a major 
development of the Ronson 
organisation. 

Lares gpacee in in appropriate papers 

d by agents Mather 
Mw crowttone on to support the 
launching in October. 


« 


For the young 


traveller 


Hot water bottles for children 
are now being offered by Dunlop 
in a small attaché case labelled 
‘'Sleepy- time Train,” 
Express," “Moonbeam Sleepers,” 
“Bedfordshire Special,” “Wooden 
Hills Special,"’ “Dreamland,” and 
“Handle with Care. This contains 
one Dunlop children's hot water 
bottle belonging tO ..........:.:..65 

Dunlop anticipate a big Christ- 
mas demand. Agents are C. F. 
Higham Ltd. 


Rael-Brook drive 


A large-scale campa 


shortly for Rael- Broc Starts, 
handled Lucien A 
London daily and eveni papers 


will be used, and provincial book- 
ings include spaces in Manchester, 
Cardiff, Birmingham, Stoke, Glas- 
gow and Edinburgh papers. 

Specialised consumer appeal by 
two-colour pages in Esquiré and 
Reader's Digest with trade approach 
through Men's Wear is planned. 
Tube cards, bus sides and theatre 
slides will also be used. 


Current Advertising 


‘First-ever national campaign for 
children’s branded raincoats’ 


Nevin D. Hirst Ltd. are launch- 
ing a large-scale campaign in 

national magazines this autumn for 
Robert Hirst & Co., Ltd.’s juvenile 
raincoats. This they believe to be 
the first large national campaign for 
branded juvenile raincoats. 

Women’s magazines — among 
them Vogue, Woman & Home and 
Ideal Home—will mainly be used, 
in addition to Radio Times, Illus- 
trated, and Picture Post. Spaces 
booked are quarter- and half-pages. 

One of the main ory lines will 
be “When I'm warm just take 
my inside out,” Sed’ Sopeato taken 
raincoat is a qui te lining 
which can be buttone din 

Trade press edvertecing has 
already begun. The main cam- 
paign will break early in the 
autumn, 


New Vespa drive 
A half -page in the “Daily 


Nuffield renewals 


Longleys & Hoffmann are renew- 
ing space orders in the national, 
technical and trade press for the 
Wolseley Cars, Nuffield Universal 
Tractor and Morris Marine Engines 
of the Nuffield Organisation. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


ENERGEN FOODS CO. for 
Lambe & Robinson Ltd. from 
October |. 


WESTERN INCUBATORS LTD., 
manufacturers of Broiler 


C. Peacock (London) Ltd. 
(Public relations account). 


GRANWOOD FLOORING CO., 
i for Bemrose Publicity 
td. 


PURE CHEMICALS LTD. for 
Howard Panton Ltd. 


ELECTRICAL POWER ENGIN- 
EERING CO., LTD., makers of 
E.P.E. electric motors, for 
Nicholls Dorrity Advertising Ltd. 


PLATT METALS LTD., diecast 
metal producers (trade press and 
selected provincial per adver- 
tising) and Morris Rubber Léd., 
makers of moulded rubber pro- 
ducts (advertising bei 7 

) for Raynor, W r & 
tiles Ltd. 


WILLARD-CASTLE CO., La, 
builders’ merchants, for Paul E 
Derrick Advertising Ltd. 


pecs se MILK CO., LTD., 
of Chilk, for Auger & 
Tome Turner Lid. 


G.F. RENTALS LTD. for Scott- 
Turner & Associates Ltd. 


Campaigns 
ae gd ORGANISATION, 


renewed spaces (Longleys 
rs Hoffmann Ltd.). 


VESPA MOTOR coum, using 
Daily Express and Daily Herald 


and selected obert Pree for new 


campaign (R Freeman Co.). 

PRO, using papers for 
London campaign (Lambe & 
Robinson Ltd.). 


RONSON ELECTRIC DRY- 
SHAVER, using large spaces in 


ropriate press 
rowther Ltd.). 


PROCEA PRODUCTS LTD., using 
Sussex dailies and weeklies for 


(Mather & 


concentrated campaign for small ° 


wrapped loaves ( land Adver- 
tising Ltd.). 

ROBERT HIRST & 
using women’s Bs a 


magazines (Nevin D. Hirst Ltd.). 


HERCULES CYCLE & MOTOR 
CO., using large spaces in & 


vincial press (Reid Walker A 
tising Ltd.). 
RAEL-BROOK SHIRTS, using 


national and rovincial press 
(Lucien Productions). 


Redesigning of the Pascall range of 


sweets has been undertaken by 
TAM. Partners. The former 
Sunshine Marshmallow pack (left) 
is contrasted with its up-to-date 
counterpart. Derek Mills, of 
TM. Partners, has used a vivid 
blue for the background of the 


Chilk account for 
Auger & Turner 


Auger & Turner Lid. have been 

appointed agents for the Chocolate 
Milk Co., Ltd. 

The company hold the exclusive 


British licence of the 
to-drink chocolate milk 
Chilk. 


Dealers and distributors of the 
new drink are already being sup- 
plied with showcards and crowners, 
— “~— been designed by 

Auger & Turner Ltd. 


new ready- 


Radio renters expand 
G.F. Rentals Lid., a radio and 


TV rental organisation 
in the West Country, with ang 
quarters in Bristol, are planning a 
concentrated sales campaign in 
new areas. 

Scott-Turner & Associates Ltd. 
have been appointed agents. 


customary to this type of con- 
fectionery pack. 
Pascall’s ents, F. C. Pritchard 
Wood & Léd., state that 
advertising has always stressed the 
name of Pascall, and not their 
individual lines. This policy is 
unchanged, and no campaign is 
9 necessary to introduce the 
which have been in 
he. ps for the past few weeks. 
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-+ +» It’s great being here at camp. 
They treat us as men and we can decide 
ourselves just what to do. For once we 
can stand on our own two feet.”’ 


Sooner or later, to stand on his 
own two feet is the aim of every 
boy. His struggle for independence 
begins in the teens, and in this 
crucial period of development 
BOY'S OWN PAPER plays an 
important part by reflecting his 
varied interests and guiding his 
tastes. Through its advertisements 
he is introduced to the world of 
buying and selling, and his pur- 
chasing habits are formed at this 
impressionable age, for which B.O.P. 
is the supreme caterer. 


Advertisement Manager: George H. Phipps 


BOY'S OWN PAPER 


FOR 


LUTTERWORTH PERIODICALS LTD., 4 Bouverie Street, E.C.4. 


IMMEDIATE RESULTS AND FUTURE GOODWILL 
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ADVERTISER'S WEEKLY 


“Newcastle Journal’ photo 


At the luncheon before the C.D.C. meetin By Newcastle. Left to right: 


Leslie G. Room, director general of the 
of the C.D.C,, Miss Edith E, Gott, 


Ivan F. Luckin, chairman 
fe rnb Newcastle Club, Lord 


estwood, president, and the Hon, Denis G. Berry, representing the hosts. 


PR to move 
mountains ? 


Urging better roads for Britain 
in a leading article, Municipal 
Engineering comments: “Perhaps 
an extensive public relations 
campaign would whip up the en- 
thusiasm that moves mountains 
or at any rate provides the high- 
way engineer with the where- 
withal to move them.” 


Wales and Border Survey 


Amendments to 
advertisements 


In the advertisement for the 
Caernarvon Herald series on page 
133 the third line of the heading 
should read “S papers at 12s. 
p.s.i.” 

“Herald Cyrae”’ should read 
“Herald Cymraeg” and below 
should appear “Herald Mon.” 

FP Oa iene for the 

erthyr Express group on € 
129 Ebbw Vale should have om 
included in the list of areas 
covered, 


CDC talks PR 


for advertising 


Seventeen clubs were represented 
at the Club Development Com- 
mittee meeting at Newcastle upon 
Tyne last Saturday, when the hosts 
were the Publicity Club of New- 
castle. 

A special session on Sunday was 
devoted to public relations in ad- 
vertising, each club indicating what 
it proposed to do to help the cam- 
paign planned by the Advertising 
Association. 

On the Saturday the Newcastle 
Chronicle and Journal were hosts 
at luncheon to about 40 guests, the 
Hon, Denis Berry, managing dir- 
ector, presiding. At dinner the 
host papers were the Northern 
Echo, represented by its general 
manager, Shannan Stevenson, and 
the Shields yawns. by its general 
manager, L. G. Gardner. 


Bournemouth 


Silk-screen printing 


Chalmers Rowe, managing 


director of Eltoncraft Ltd., ex- 
plained and demonstrated the art of 
silk-screen printing to the Publicity 
Club of Bournemouth. He showed 
how designs and lettering could be 
printed on various surfaces. 


Robert H. Hall & Co., makers of prefabricated henna, ave a reception to 


advertisement managers and their representatives at Hilden Manor, near 


Tonbridge. 


After lunch the first new Cedarwood buildings to be con- 


structed since before the war were inspected by the party. Hall & Co.'s 
advertising account was taken over at the beginning of the month by 


Richard Potts & Partners Lid. 
vn oe “Sunda Ex ress, © 
“Daily Ex L. Slingsby 


In_the above group are (l. to rd: G. 


Smale, * Daily Mail,” J. Blanch, 


“News of the World,” F. P. Debenham, 


‘Sunday reorial, " T. B. Mullins “Reveille,” Richard Potts, a director 


of Richard Pots & Partners Lid., 


re, a director of Robert Hall & 


L. Every, “News Chronicle,” John 


Co., M. Vingo, “Daily Mirror,”’ 


P. E. H. West, a director of Robert Hall & Co., Percy C. Griggs, a director 
of Richard Potts & Partners Lid.. W. H. Gough and Darby Headley, 


account executives of Ric hard Potts & Partners 
Herald. 


aily 


id., and Ronald Perks, 
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,| CLASSIFIED ADVERTISEMENTS 


RATES: SeETTD WARE, RANT: Je. CO. our He, SO. cw Geuee ome 


APPOINTMENTS VACANT 


Jury 15, 1954 


Sauteem 3 ines. Box No. 


rates on application: ali 
Address “Advertiser's 
CHAncery 8844 (Ex. 25). 


Energetic young men of pleasing 
personality wanted immediately as 
Section Organisers. Knowledge of 
Exhibition work and a flair for 
organisation are advantages. Good 
salary and opportunities. 
Write : 
Peat, Marwick, Mitchell & Co. 
1! lronmonger Lane, E.C.2. 


ADVERTISING 


MANAGER 
required 


by lerge national advertiser. Applicants 
must have knowledge of press, outdoor ad- 
vertising and ad: Candid. 
should be pretersbly 40 yeors of age or 
over and must have wide experience Salary 
in the £2 OOoje3, 000 range according to 
lifications. if giving details 
of experi , age, ed ion and qualifi- 
cations, which will be treated in confidence, 
should be made to: 


Box 8114 
Advertiser's Weekly 180 Fleet St EC4 


YOU could be a junior typist, a girl in 
an Agency, a cub reporter, a sales- 
woman—all we ask is that you should 
have a flair for writing and keenness 
to learn Public and Works Relations. 
We offer a girl aged 18-30 the chance 
to work and live in Welwyn Garden 
City G5 mins. from London) and to 
travel frequently in the North of Eng- 
land. Unusually bright prospects of 
progressing with an expanding depart- 
ment in a firm marketing nationally 
known products. Initial salary up to 
£450 p.a. according to experience 
Box 8163 Ad. Weekly 180 Fleet S EBC4 


PRODUCTION: Young production assist- 
ant required to work on consumer 
accounts—some previous agency experi- 
ence essential—write or phone for 
appointment; Crane Publicity Lid, 
Quality House, Quality Court, Chancery 
Lane, W.C.2. CHAncery 5287, 

ASSISTANT TO DIRECTOR of small. 
active agency required. Production 
experience essential, layout and creative 
ability useful. Should be well educated 
and able to contact clients. Interesting 
and progressive opportunity. State age 
and salary required. 

Box 8165 Ad. Weekly 180 Fleet St BC4 


ALFRED PEMBERTON LIMITED 


require a 


JUNIOR 
TYPOGRAPHER 


Applicants must have practical 
Agency experience and be capable 
of working on their own initiative. 
if you qualify and are seeking a 


change, write to us about yourself. 


93 PARK LANE - LONDON: W.! 
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CLASSIFIED ADVERTISEMENTS 


Te cope comfortably w 
artists of ony age who like 


Artists wn. Good Job... 


pF, Ay bY 


ith business expansion 
tod studio. Applications are invited from 
interestin 


S vale Cae wae Sr © 


permanent, progressive position. 


RETOUCHERS 


Geod experienced ne pawn | 
artists for interesting, varied w: 

on photographs of technical, semi- 
technical and general nature. If you 
can also help with other work, a 
wish for variety will be encouraged. 


GENERAL ARTISTS 


Interestin opportunity for good 
“ all-rounders who may want 
variety of work, or alternatively 
for those who have ambitions to 


LAYOUT ARTISTS 
Versatile, creative, to prepare rough 
visuals and slick presentation lay- 
outs for leaflets, brochures, press 
advertisements, in black-and-white 
and colour. Agency experience 
preferable. Full scope fororiginality. 
FREE-LANCE ARTISTS 
Opportunities for free-lance artists 
who can give really prompt service 
with high standard of quality. if 


desired, we can offeraccommodation 
with goed light, heating, telephone, 
etc. 


specialise eventually. Appreciation 
of modern lettering and type an 
advantage. 
Write, telephone, or call :— 
Studio Manager, 

THE NATIONAL PUBLICITY CO., LTD., 

36-37 UPPER THAMES STREET, LONDON, E.C.4 

CENtral 0473-4 
(Near Blackfriers and Mansion House Stations.) 


GENERAL ARTIST REQUIRED for ad- 


SPACE RB 
vertisement roughs and finished work 
for technical and trade papers. Salary 
£350-£400. Reply in writing, stating 


ATIVES required by 
publishers of Town Guides, Maps, Road 
Safety and Industrial Hand Books, etc. 
Only fully experienced men should 


age and experience and enc not apply, showing records of past earnings. 
more than six specimens, to Staff Batiste Publications Lid., 20 Bedford 
Director, Morgan Brothers (Publishers) Street, W.C.2. Covent Garden 2811. 
ee Essex Street, Strand, London. 
LAYOUT Advertising 
Department 
MAN Copywriter 


experienced in hard-selling store 
advertising (particularly furniture) is 
required by one of the leading Lon- 
don agencies. He should be able on 
occasions to work fast in producing 
slick presentation roughs. A good 
salary awaits the right man. Write, 
giving experience, to ; 


Box 8081 
Advertiser's Weekly 180 Fleet St EC4 


iF YOU HAVE... 


An all-round grounding in 
advertising, the ability to 
write sound copy for 
technical and non technical 
literature, some experience 
of feature writing and/or 
house organ production 


write giving full details of 
career to date, age and salary 


RETOUCHING ARTIST required, fully 


required to 


experienced in top class retouching on Personnel Manager, 
mainly Engineering sifbjects Top 
salary, Hampstead area. Write FRIGIDAIRE DIVISION OF 
Box 8143 Ad. Weekly 180 Fleet St BC4 GENERAL MOTORS LTD., 
Stag Lane, a 7h 
London, N.W.9 


INTERESTING 


149 


and salary, to 


YOUNG WOMAN 


LEADING PUBLISHER requires Classi- 
fied Manager for a group of industrial 
JOB FOR publications. Past experience is 
essential. Age 25/30 preferred. Write, 

siving full details of past experience 
Box 8134 Ad. Weekly 180 Fleet St BC4 


- with some agency exper- 
ience, an orderly mind and 
plenty of patience to take charge 
of art filing and build up refer- 
ence library in rapidly expand- 
ing West End Agency. 


CENTRAL ART 


ing staff appointments . 
1 Top line Retoucher 


Typing an advantage, but not 2 General artists 
essential. 2 Improvers 
Applications, in writing, which Ideal conditions. 


should give details of salary 
required, to 

Box 6128 
Advertiser's Weekly 180 Fleet St EC4 


urgently require for the follow- 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Are you a 2% inspiration 
and 98% perspiration man 


(or vice versa) 


9») 


How you achieve 100°, work is your affair; 
but if you do achieve it, you’re our man. 


We want men with real advertising talent, to cope 
with a wide variety of interesting and lively accounts, 
Now come and tell us what you want. If you're our kind 
of advertising man, you'll get it. (By the way, we have a 
Pension Scheme). 


Ist Group Art Director 


This is a plum job. If you're good at both quick roughs 
and finished layouts . . . If you're a good figure artist 
and can work closely, constructively and critically with 
copywriters, account executives and production men .. . 
If you take an active interest in every stage of every 
campaign, from first planning to finished rough . . . If 
you're all these things, you can start quoting salary- 
figures at us. 


2nd Assistant Space Buyer 


For this job we want a young man who may now be 
Media Chief in a small agency. He must have all-round 
experience of media planning, estimating and space 
buying and be a real figure man. The salary will be a very 
good one. 


3rd Young Production Man 


The young man for this job should be between 20-22, 
with intelligence, initiative and a pretty fair experience 
of ordering blocks, type-settings, etc 


Write in the first instance, quoting salary required, to: 
THE PERSONNEL DIRECTOR 
GRAHAM & GILLIES, LIMITED 
37, GOLDEN SQUARE, LONDON, W.1 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


LEADING 
LONDON 
AGENCY 


has vacancies for 
capable and efficient 


staff with previous 
agency experience as; 


1. Typographer 
and Layout 
Artist 


2. Print Buyer's 
Assistant 


Write, giving details 
of experience, age and 
salary required, to, 


Box 7967 
Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


,> persons answering these advertisements must 
be made through « Local Office of the Ministry of Labour or a Scheduled Employment 
the applicant ls a man aged 14-64 inctusive or a woman aged 18-59 inclusive 
or she, or the pted from the provisions of the 


ea aor = 


Jury 15, 1954 


APPOINTMENTS VACANT 


VAUXHALL MOTORS LIMITED 
require a 


COPY WRITER 


to work on general sales literature, 
dealer advertisements and semi- 
technical booklets. This is a worth- 
while job (at Luton) with a large 
and rapidly expanding organisation. 
Five-day week. Pension plan. 
Apply in writing to Employment 
Manager enclosing specimens and 
stating details of experience and 
approximate salary required. 


CINEMA = PUBLICISTS (Exploiteers) 


wanted Apply Columbia Pictures, 
Film House, 142 Wardour Street, 
London, W.i, GERrard 4321 


PRODUCTION MAN. Excellent oppor- 
tunity for keen man of about 25 to 
join small progressive Agency in Fleet 
Sweet area At least three years’ 
Agency experience essential, with good 
knowledge of typography and process. 
interesting and varied job with happy 
team, and great scope for own initiative 
and for developing any talents which 
#0 to make a sound fuwre in advertis- 
ing, Salary according Ww experience. 

Write full details, stating salary 


expected, 
Box 8135 Ad, Weekly 180 Fleet St BC4 


A geod all-round 
GENERAL ARTIST 


whe can handle retouching as well os do 
@ design, and control « small group of artists. 
Pleasant position with London Studio. 


Box 8083 
Advertiser's Weekly 180 Fleet St EC4 


yment, is p 
Notification of Vacancies Order 1952.” 


YOUNG 
COPYWRITER 


for leading London 
Publishing House 


A splendid opportunity for a young 
man with a sound advertising 
approach and the ability to present 
facts with punch and imagination 
on a wide variety of well-known 
periodicals in press advertisements, 
folders and other sales promotion 
material. Existing holiday arrange- 
ments will be met. 


Write in full confidence stating age, 
experience and salary required to : 


Box 8119 
Advertiser's Weekly 180 Fleet St EC4 
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giving details of age, experience 
and present salary, and quoting 
reference *‘Publications” or “Print 
Buying” 


SECRETARY required for Publicity 
Manager of A.P.V. Co., Lid., interest- 
ing and varied work for intelligent 
applicant with accurate § shorthand- 
typing, Phone Miss Newbound, 
Vandyke 4492. 


essential. 


MARKET INFORMATION 
SERVICES LTD., 


have a Vacancy for 


a Research Executive 


He must have had at least two years’ training in 
normal market research techniques, and be capable of 
carrying out the executive processes of large-scale 
routine enquiries with the minimum of supervision. 


In addition he must be prepared to learn something 
of the techniques of statistical social psychology, though 
a formal training in either statistics or psychology is not 


Applicants are invited to write, in the fullest detail 
and stating their own views as to their salary level, to the 


STAFF MANAGER. 
MARKET INFORMATION SERVICES LTD., 
24, BROOK’S MEWS, W.I. 


SALES PROMOTION ORGANISER re- 
quired by Multiple Fashion Organisa- 
tion, Important executive position for 
lady experienced in Press and Shop 
Publicity, and with some knowledge 
of modern window display, Applicants 
must have initiative and originality, 
and be able to co-ordinate and 
organise Sales Promotion throughout 
the country. Applicants, who must be 
willing to reside in Glasgow, should 
apply by letter in the first instance, 
giving full particulars of training and 
experience, to the Managing Director, 
Morrisons Associated Companies Ltd., 
120 Howard Street, Glasgow, C.1. 

ADVERTISING DEPARTMENT of 
leading Film Company require young 
man with creative flair. Must have 
Agency experience, some knowledge of 
technical production and ability to 
work on own initiative is necessary 
Apply, stating salary required, to 
Box 8142 Ad. Weekly 180 Fleet Si BC4 


CONFIDENTIAL SECRETARY wanted. 


Shorthand necessary but less important 
than a pleasant personality and interest 
in staff matters. Integrity and dis- 
cretion essential. Hours 8.30 a.m,- 
5.30 pm, no Saturdays Excclient 
working conditions. Chingford area. 
Write full details to 

Box 8056 Ad Weekly 180 Pieet St BC4 


PHOTOGRAPHIC DEALERS seek young 
man to assist Advertising Manager 
Duties will include copy writing and 
production of brochures, news sheets 
and catalogues. Knowledge of amateur 
photography an advantage, Dixons 
Lid., Dixon House, Buckingham Road. 
Edgware, Middx. 


MECHANICAL 
PRODUCTION 
ASSISTANT 


(27-40) 
to Group Manager wanted for substantial 
a ving steal producti 


Box 8129 
Advertiser's Weekly 180 Fleet St EC4 


An interesting 
vacancy in 


N.S.W's 
MEDIA DEPARTMENT 
to work closely in 

touch with 


THE SPACE BUYER 


This is a job for a young woman, 
who has already gained some 
experience in the Space Department 
of a good London Agency and is 
anxious to carry her experience a 
stage further. Efficient typing (but 
not necessarily shorthand) is an 
essential requirement. Write stating 
full details of past experience and 
salary required to :— 

G. P. M,. HOEY ESQ. 
Nepper Stinton Woolley Ltd. 
14-49 Great Chape! Street 
Lendon, W.1. 


MIDLAND COMPANY has vacancy for 
Senior Assistant in Advertising Depart- 
ment, eventually taking over department 
as)§6©Manager. Applicants must be 
accustomed layouts and copy. 
catalogue and literature layouts, pre- 
ferably with line drawing experience 
but not essential. Excellent opportunity 
those secking managerial status, 
Write stating age, full details previous 


experience and salary suggested. 
Box 8132 Ad. Weekly 180 Fleet St BC4 


JUNIOR SPACE 
REPRESENTATIVE 


for London office of provincial 
weeklies. Some experience prefer- 
able but not essential. 
Details and salary required to : 
Box 8131 
Advertiser's Weekly 160 Fieet St EC4 


"Phone your Classifieds to CHA 8844 (Ex 25) 
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Jury 15, 1954 


CLASSIFIED ADVERTISEMENTS 


equipment requires 


Box 8130 
Advertiser's Weekly 180 Fleet St EC4 


PesSeare 


ts 8F 


CAPABLE LADY CLERK/TYPIST for 


accounts and secretarial department 


of advertising contractors. Must be 
quick at figures, an advantage 
but not essential Five-day 


desirable. Full — <i -, experi- 
ence and salary 
Box 8121 Ad. Weekiy. 180’ Fleet St BCS 


ARTIST/ 
VISUALISER 


able to produce good pencil lay- 
outs for advertisements and printed 
material and finished line work, 
(not figure) required immediately. 
Write, giving details of experience 
and salary required, to; 


STAFF MANAGER 


GILBERT ADVERTISING LTD. 
10 Norfolk Street, London, W.C.2 


JUNIOR LAYOUT ARTIST RED 


(male or femaic) as assistant to igner 
in Advertising and Printing. Finished 
art not essential. Write, stating age and 
experience, if any. Commencing £4 10s. 


pw, 
Box 8091 Ad. Weckly 180 Fleet St BC4 


REALLY EXPERIENCED 
ARTISTS 


REQUIRED 


For Showcards, Cutouts, Etc. 
REQUIRED BY LONDON FIRM 
(1) General colour work including slick 

figure work. 
(2) General, So gd angen 


Advertiser's Weekly 180 Fleet St EC4 


SPACE BUYER required by busy Fleet 


Good connection h 
all types of media essential. Five-day 
Box 8146 Ad, Weekly 180 Fleet Si BC4 


A LARGE GROUP of Engincering Com- 


mies requires in its London Head 
Baice a male advertising clerk with 
experience of print production, distri- 
bution and Addressograph methods, 
etc., and capable of organising over- 
seas circulation of literature. A young 
man, 25-30 preferably, but an active 


per os. Apply WHitehall 6177, 


WANTED 
Fully Experienced 
ASSISTANT ACCOUNT 
EXECUTIVE 


by large London Agency 
Aged 28-35. 
Please write, sending full particulars 
to: 
Box 6161 
Advertiser's Weekly 180 Fleet St EC4 


PRINTERS’ AGENT. 


American publisher of oil 


having heavy ABC circulation in sterling 


Box 8122 Ad. Weekly 180 Fleet Se BOA 


Provincial firm 
of standing wishes to contact printers’ 
representative willing to fepresent 
them in London for the purpose of 
obtaining orders for their silk screen 
printing works, Box No. 1291, 
T. & G., 167 High Holborn, W.C.1. 

WANTED. A technical publication ad- 
vertisement salesman to represent large 


YOUNG 
COPY WRITER 


We are looking for someone under 
thirty who has had more than a year’s 
agency experience and has proved 
to be a competent copywriter. The 
successful applicant will have a flair 
for translating technical and scientific 
facts into lively, readable English. 
The post is in a team producing 
copy for a wide range of pharma- 
ceutical and food products. Salary 
will depend on proven ability. 
Superannuation and incentive 
schemes in operation. Canteen. 


Apply in writing to the 
SENIOR PERSONNEL OFFICER 


GLAXO LABORATORIES LTD. 
Greenford, Middlesex 


WOMAN as assistant w Publicity 
Manager. All round experience desir- 
able. Ability to supervise small staff 
and interest in Women's Domestic 

Midlands, Per- 

manency and good prospects for suit- 

Reply, giving details 

of previous experiences, age, salary 


expected, etc., 
Box 8137 Ad, Weekly 180 Fleet St BC4 


activities necessary 


able applicant, 


Erwin Wasey 


. require 
DETAIL SERVICE 
MAN 


with good experience. 
Please phone for appointment. 


Erwin Wasey & Co. Ltd. 
Brook House Park Lane 
Maytair 8171 Extension 320 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


A RUMOUR 
FLATLY CONFIRMED 


The reference, in the RCN advertisement 

in last week’s Advertiser's Weekly, to the 
presence of a ‘ Creation Director’ 

that Agency, seems to have caused a certain 


amount of envious consternation. 


Rumble, Crowther & Nicholas Lid would 
like to make the 


following four comments :— 


1 Ut must be true, since it actually 
appeared in print. 


2 There can be (as Milton pointed out) 
onty one holder of this Office. Other agencies 
will therefore be powerless to copy. 


3 Letters addressed to the casative Director 
will nevertheless be received with all courtesy.* 


4 Advertising emanating from «cw will 
continue to be inspired. 


* Particularly those from suitable Copy and Art 
applicants (see last week's announcement), 


RUMBLE CROWTHER & NICHOLAS LTD 
184 STRAND Wec2 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Unusual opportunity 
for a 


FIRST CLASS 
WRITER 


Animportant international company, 
selling in the feminine consumer 
market, has a vacancy for a force- 
ful, lively writer whose chief task 
will be to write compelling bulletins 
linking the sales office with rep- 
resentatives, demonstrators and 
retailers. The style should be warm 
and friendly and calculated to 
maintain the enthusiasm of all con- 
cerned in the selling operation 
Salary commensurate with experi- 
ence and ability. Please write in 
first’ instance for appointment, 
stating age and salary required to; 


CRANE PUBLICITY LIMITED 
5-9, Quality Court 
Chancery Lane, London, W.C.2 


ADVERTISING. 


Young lady (16/18) 
required to assist generally in Fleet 
Street office, Small telephone switch- 
hoard, filing, typing, etc, Excellent 
opportunity for girl wishing to enter 
progressive Agency. Write, stating age, 
experience and salary required, 10 

Hox 8147 Ad, Weekly 180 Fleet Si BC4 


152 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


Situation: 


Spplicant bs a mas aged 18-04 ncasive or a woman aged 1-89 Incase 
she, oF from the provisions of the 
Neliiention ef Veesuns Gea tan” 


Jucy 15, 1954 


APPOINTMENTS VACANT 


SPACE SALESMAN 


urgently required, used to no less 
than £30 weekly. Sponsored local 
media, civic and police. 223% com- 


WANTED 


by large London Agency 


Fully trained 
COPY DETAIL 
STAFF 


Aged 25-30. Starting salary £10 
per week. Applicants please send 
full particulars, realising that these 
are intended to be permanent 
posts, to: 
Box 8152 
Advertiser's Weekly 180 Fleet St EC4 


LONDON 
COUNTY COUNCIL 


London School of Printing & Graphic Arts, 
Tepcher of Sik Screen Printing Processes. 
Well acquainted with current methods of 
preparing stencils and printing by hand 
and machine. Burnham salary scale Grade 
A, maximum for non graduate af present 


Closing Dete Bist July (837) 


plus over-riding 21% and 
weekly rail fares. Our staff know 
of this 
All replies in strictest confidence. 
Box 8144 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG MAN with knowledge of print INDUSTRIAL COPYWRITER wanted 
required as assistant to Director of by London Agency. Essential qualifica- 
Letterpress Printers in London. Know- tions (a) engineering background 
ledge of estimating an advantage. Good enabling him to speak the language of 
opportunity for a keen type. his audience, (b) a lively imagination, 
Box 8148 Ad. Weekly 180 Fleet St BC4 and (c) sound advertising experience. 

LARGE MANUFACTURING ©COM- Write, giving full details and stating 
PANY in London has vacancy in studio salary required, to 
for man about 30. Must be experienced Box 8166 Ad. Weekly 180 Fleet St BC4 
visualiser and good at lettering. Work JUNIOR MALE ASSISTANT required 
comprises design of showcards, packets, by large industrial organisation for its 
posters and display material. Excep- public relations department in West 
tional opportunity for the right man. End of London. Write, giving details 
Send details of experience, training, of education, age, experience and 
etc,, to salary required 10 
Box 8149 Ad. Weekly 180 Fleet St BC4 Box ‘e148 Ad. Weekly 180 Fleet Si EC4 

ADVERTISING SALES REPRESENTA- | SPACE SALESMAN for specialised 
TIVES wanted for new specialist media. Direct and Agencies. Home 
magazine. Salary plus commission. Counties and Coast. Excellent = re- 
Trial peried on commission basis. Ex- muneration for capable salesman. 
cellent prospects. Write . ‘ Details previous experience please. 
Box 8150 Ad, Weekly 180 Fleet St BC4 Box 8155 Ad, Weekly 180 Fleet St BC4 


Midland Electric Manufacturing Co. Ltd. a el 


invite applications for the position of 


NATIONAL PUBLISHING HOUSE re- 
quires Assistant Advertisement Manager 
for technical publications. Must be 
first-class space salesman at top level, 
preferably with trade technical back- 

sales record is an 

essential qualification. Age group 

28-35. The appointment carries excel- 

lent prospects in a field which is being 

rapidly expanded. Working conditions 
are excellent and atmosphere con- 
wenial, Staff are dware of this adver- 
tisemem. Replies in strict confidence 


to 
ADVERTISING Box 8156 Ad. Weekly 180 Fleet St ECA 


ADVERTISEMENT MANAGER required 
for old-established technical journals in 


and London. Must have first-class connec- 
tions and personality. Reply, stating 


PUBLICITY MANAGER 


The position involves responsibility for press 


ane, salary and experience 

Box 8158 Ad, Weekly 180 Fleet St BC4 
COPY /INVOICE TYPIST required for 

advertising agency, West End district. 

Age 20-25, must be good at figures. 

Five-day week. Apoly in writing stating 

age, salary, etc 

Box 8159 Ad. Weekly 180 Fleet St BC4 


TYPOGRAHER REQUIRED by icading 


advertising, catalogues, brochures and publicity agency. Young man with ability to 


material in general. 


Applicants should preferably be under 40 years 
of age and have good organising ability with sound me a 
experience in the preparation and production of 


prepare own adaptations preferred. 

Write stating age, experience and salary 

required. 

Box 8160 Ad, Weekly 180 Fleet St BC4 
PRODUCTION ASSISTANT, woman, 
General knowledge of adver- 
tising with ability tw type, train as 
personal assistamt to busy consultant. 


the foregoing matter, with ability to co-ordinate Write 


work with the Company’s advertising agents. 


The appointment is permanent, with excellent 
prospects, offering scope for personal initiative. 
A pension scheme is applicable. 

Write giving fullest particulars of education, 
previous experience and salary required to :—Sales 
Director, Midland Electric Manufacturing Co. 
Ltd., Reddings Lane, Tyseley, Birmingham, 11. 


Box 8161 Ad. Weekly 180 Fleet St BC4 
COPYWRITER. Applications are invited 
for the position of copywriter in the 
advertising deparimem of leading 
photographic firm near London. Ex- 
perience. advantageous but not essential. 
Age now above > Non-contributory 
pension scheme. pply 
Box 8162 Ad. Weetly 180 Flee: Si BC4 


JUNIOR LAYOUT ARTIST required, 
with some knowledge of type. Apply 
Box 8123 Ad. Weekly 180 Fleet St EC4 

INVOICE CLERK required for Adver- 
tising Agency. Must be competent 
typist. Elementary bookkeeping expecri- 
ence an advantage. Write, giving de- 
tails of past experience and salary 
required, to 
Box 8133 Ad. Weckly 180 Fleet Sit BC4 


LAYOUT ARTIST wanted by London 
Agency, able to produce slick pencil 
layouts for presentation to client. Write, 
stating age, experience and salary re- 
quired, to 
Box 8118 Ad. Weekly 180 Fleet Si BC4 

PRODUCTION ART ASSISTANT re- 
quired, with knowledge of typography 
and prim. A junior position with an 
opportunity to gain an all-round experi- 
ence. Write, with details, to Design 
Associates, 9-11 Cursitor St., E.C.4, 

JUNIOR. Harrods Lid. require a boy 
of 15 or 16 for their Advertising Office 
for messages and office work. Oppor- 
tunities for advancement, Permanent 
post Five-day week. Apply Staff 
Manager, 44 Hans Crescent, S.W.1. 

A FIRST-CLASS COLOUR RE- 
TOUCHER required by leading 
London studio. Executive position 
Apply in writing, giving details of 
experience, to 
Box 8136 Ad. Weekly 180 Fieet St BC4 


YOUNG LAYOUT ARTIST 
required by 
STEPHENS ADVERTISING SERVICE LTD. 
it New Court, Lincoin’s inn, W.C.2 


2-3 years’ Agency experience essential and 
ability to produce good slick layouts, 
adaptations and some finished work 


Apply to STUDIO MANAGER 


ARTIST required in Publicity Deparwment 


of Group of progressive engineering 
Companies. General all-round ability 
for roughs and finished work. Experi- 
ence in technical work desirable. 
Excellent conditions in pleasant sur- 
roundings. Write to Personne! Manager, 
Dowty Group Limited, Cheltenham. 


JOURNALIST with some experience of 


business and industria! methods required 
for commissioning, preparing, rewriting, 
editing and presenting business and 
technical MSS for publication § in 
pamphiet or book form. Ability required 
to oversee production from MS tw 
finished book, and talem needed w edit 
up and presem MS in clear, straigh- 
forward but imaginative and attractive 
way. 

Rox 8124 Ad. Weekly 180 Fleet St BC4 


GENERAL EDITORIAL ASSISTANT 


required by National Organisation, 
Ability wo write brightly but accurately, 
Some sub-cditorial duties. This post 
will suit a young journalist wishing to 
specialise in politics. 

Box 8170 Ad, Weekly 180 Fleet St EC4 


ASSISTANT TO ADVERTISEMENT 


MANAGER required at once for im- 
portam group of weekly newspapers. 
Apply, giving full details of past ex- 
perience, references and salary required, 


lo 
Box 8171 Ad. Weekly 180 Fleet St C4 


WRITER 


Additional to the present staff. Preterably one 
whose work shows him to be as clever ax he 
might think he is. By ““work’’ is meant ability to 
get a job done without needing prodding, 
as well as the versatility to write on many 
things, including semi-technical (but not 
frightening) subjects. Wf he can “think in 
pictures” as well as in lively words so 
much the better. Salary depends on the man 
The office is in London; small and friendly 
but hard-working (including the guvnor) 
Please write, giving precisely this informs 
tion: age, experience (with approx. dates), 
minimum starting salary 


Box 8175 
Advertiser's Weekly 180 Fleet St EC4 


Phone your Classifieds to CHA 8844 (Ex 25) 
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Juty 15, 1954 


First-closs 
LETTERING ARTIST 


VALE STUDIOS LTD. 
2 HARRINGTON ROAD, SOUTH KENSINGTON 


PRODUCTION ASSISTANT. 


VERSATILE AND ENTERPRISING 
YOUNG MAN with good educational 
background wanted to assist Advertis- 
ing Manager of Midland clothing manu- 
facturers who are well-known national 
advertisers. Sa opening here 
for person with creative 

—_ who —., writing sound selling 

and has some general experience 
at advertising production. Journalistic 
would be a distinct asset. 

The work will be interesting and varied 

right from the start with plemy of scope 

for progress for a young man now in 
his carly twenties 

Box 8172 Ad, Weekly 180 Fleet St BC4 


An in- 
teresting vacancy occurs for a keen 
young man about 25 in the Production 
Deparument of this expanding agency. 
Must be thoroughly experienced in all 
branches of production work, preferably 
with a knowledge of high-class print. 
Congenial, progressive post in modern 

Apply in writing, stating ex- 
perience and salary required, w Mr. 
R. E. Courtney, L. B. Singleton Lid., 
16 Berkeley Street, London, W.1. 


SOCIETY require assistam with knowledge 


of shorthand, typewriting and routine 
work associated with Journal publica- 
tion. Knowledge of film industry de- 
sirable, but not essential, five-day week. 
Box 8174 Ad, Weekly 140 Fleet St BC4 


PRODUCTION ASSISTANT, maic, over 


Service age, with some Advertising 
Agency experience. This is a 

aressive post for a young man able to 
take responsibility for a group of clients 
working under a Production Manager. 
Five-day week. Write, giving experi- 
ence, salary required, Staff Director, 
WPS. 356-364 Gray's Inn Road, 

CA 


PRODUCTION. Young man required to 


join the print production staff of a 
busy West End Agency. He should 
have sound knowledge of process work 
and type faces, Interesting work, five- 
day weck and holidays as already ar- 


ranged 
Box 8089 Ad. Weekly 180 Fleet St BC4 


LAYOUT VISUALISER required to join 


creative section of a West End Agency. 
He should have good design sense and 
be capable of producing slick presen- 
tation roughs for cliem. Interesting 
and varied work. Holidays as arranged 
and a five-day week. 

Box 8087 Ad. Weekly 180 Fleet St BC4 


A PUBLICITY MANAGER with a back- 
engineer- 


ground of metallurgical and 

ing experience required by prominent 
Shefficld steel company, Long experi- 
ence in publicity not essential, but 
applicamt must have good administrative 
potential, an appreciation of quality in 
writing and presentation plus the ability 
to verify factual detail in technical 
copy. Salary according to experience 
and qualifications. Write, giving 
essential details, to 

Box 8176 Ad, Weekly 180 Fleet St BC4 


GROUP OF PROFESSIONAL PHOTO- 
GRAPHERS 


require young female 
represemative. A flair for fashion is 
essential. connections amongst 
Advertising Agents and Couture Houses 
would be an advantage. This post 
holds exceptional possibilities for the 
right person. Telephone for an ap- 
poimmmen: HYDe Park 9941. 


SHORTHAND /TYPIST wanted by 


Trade 
Amaeinen. Com. up to £6 10s, 9.30 

5.30. Pension Scheme. Phone 
HOL born 3345, 


SECRETARY / ASSISTANT 


. required by 
Publicity Consultants, We are at present 
small, but believe that there is great 
scope for anyone prepared to work 
with enthusiasm. Salary, experience, 


erc., to 
Box 8177 Ad. Weekly 180 Pleet St BC4 


FIRST-CLASS SPACE SALESMAN with 
Home 


proved ability 

magazine having 14 million circulation. 
Salary aad commission. Write in con- 
fidence, stating age, full details of ex- 
perience and terms expected, to 

Box 8178 Ad, Weekly 180 Fleet St BC4 


TECHNICAL PUBLICITY, Advertising— 
Executive in light engineering company 
seeks post where initiative and wide 
experience would be appreciated. 
Sound engineering background. Free 
Sempember . 

Box 8167 Ad. Weekly 180 Pleet St BC4 

B.A. GRADUATE —_ S fora. 
Advertising Dept, 
end july Write 
Box 8125 Ad. Weekly 180 Fleet St BO4 

CREATIVE LAYOUT ARTIST  secks 
position with Agency of Manufacturer. 
Fourteen years’ cxperience in Typo- 
ataphy, Prim and Art Buying. 

Box 8140 Ad. Weekly 180 Fleet St EC4 


for complete details to : 
Box 8120 Advertiser's Weekly 180 Fleet St EC4 


GENERAL ARTIST, 20 years’ studio ex- 
perience, layouts, roughs, finished art- 
work for press, letterheads, cartons, 
labels, folders, brochures, posters, cata- 
logues, periodicals, etc. Designing. 
illustrating, lettering. Close knowledge 
of reproduction and typography, secks 
position in London area. 

Box 8126 Ad. Weekly 180 Fleet St BC4 

POST WITH A FUTURE required by 
young advertisement representative. 
Administrative experience, D.A.A. 
Anything reputable considered. 

Box 8168 Ad. Weekly 180 Fleet Si BC4 


Box 8139 Advertiser's Weekly 180 Fleet St ECA 


AND - PICKED” SECRETARIES 
available. The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3. 


BUSINESS OPPORTUNITIES 


OPPORTUNITY arises for Artit w 
acquire an interes: in middle<«ired 
London Art Studio. Would sult artist 
or representative wishing to cstablish 
his own business. For details apply 


to 
Box 8153 Ad, Weekly 180 Fleet St BC4 
MANUFACTURER requires Contractor 
to fix small glass tables on shop 
windows. Sites found and tabicts 
supplied. National or Local coverage 
required. Please write 
Box 8164 Ad. Weekly 180 Pleet St BC4 
COMMISSIONS waiting for top Gian 
figure artis. W. Partridge, 
Agen, 61 Bartholomew Close, Bcr 


SHOW CARDS, CUT-OUTS 


ADVERTISING FOLDERS 
by photo-litho or letterpress (own 
photo-litho process plant). 


clephone Boscombe 36835. 
London Office 98-100 Pleet Street, 


devowe time 10 other activities. Purther 

information from 

Box 8154 Ad. Weekly 180 Fleer St BC4 
AGENTS FOR SELLING ee 

Novelties, Geometrical etc. 

Convex Lid., 41 Brecknock Rous, N.7, 


‘CLASSIFIED ADVERTISEMENTS 
| 


Greeting Card 
Verses 
Writers of good verse for Greeting 
Cards—Birthday—Special Occasion 


—Christmas—should submit their 
work for consideration to: 


A. MASON & CO. LTD. 
207 St. James's Road 


Croydon, Surrey 
Fr DRAWINGS: Line, 2 gens. 
Wash, 3} ens. Speedy Agents 


invited. Gray, 16 St, Nicholas Sweet, 


purpe 
Box 8097 Ad, Weekly 180 Fleet St BO4 


YOUT ARTIST (Bx. Pig.) 
in folders and brochures, com- 


missions. 
Box 7801 Ad. Weekly 180 Flee: Si BCS 


Freelance Wanted 


Medium-sized progressive London 
manufacturers with very high stan- 
dards in trade, demanding limited 
technical advertising seek first-class 
freelance copywriter, also layout 
man and consultant. 

Reason : Account not large enough 
for tip-top agency, but nothing but 
the best acceptable. 

Box 8112 
Advertiser's Weekly 180 Fleet St EC4 


MISCELLANEOUS 


PIN-UPS AND COVER GIRIS for 


artist and advertising agents. For par- 
ticulars of these and of our enormous 
model files apply Phillip Gotlop Photo- 
graphs Limited, 24 Kensington Church 
Street, London, W.8. WES. 4130. 


ACCOMMODATION 


2,070 SQUARE FRET available shorily at 
Quality House, —— Coun, Chancery 
Lane, W.C.2. presem occupied by 
Crane Publicity ‘Ltd. Can be viewed 
any time, 

Cris ACCOMMODATION suitable 

for free tance designer, Central London 
area, Typewriter, wlephone (messages 
taken), 255, per week 
Box 8107 Ad. Weekly 180 Flee: St BC4 


Owners, 
Box 8169 Ad, Weekly 180 Flee: St BC4 


PRINTERS 


| SERVICE 10 PRINT BUYERS ! | 


has 
journals. Enquiries prompuly ees 


088) 
Soe to Lynn & Co, (Printers) Lid 
7/9 Princelet Street, London. £.1 
LITHOPRINT LTD. offer capacity for 
printing on R.K.L. and R.30 rotoprim 
machines. Art work and ae under- 
taken on premises. Sy 
Bedford Hill, 8.W.12. 


doors of contact > 
Box 8127 Ad. Weekly 180 Fleet St BC# 


COURSES 


above exams are available at red 


A.A. and LLP.A. EXAMS 


SUMMER TERMS FOR SUMMER STUDY 


For a limited period ICS Home Study Courses in preparation for the 


precious time —-and money |! 


d fees! These practical and up-to-date 
courses have been prepared by experienced and successful advertising 
men with your special needs in mind. Start this training now and you save 


Every year with our help many advertising men and women have 
become Associates of the IIPA or AA diploma holders. This is your chance to 
prepare for future success at the minimum cost to yourself | 

We also give specialised training in COMMERCIAL ART, 
POSTER DESIGN, LETTERING and SIGN WRITING. 

Write TODAY for free book containing information about 

our valuable instruction service and 

Special Summer Term Offer. 


DEPT. 2C INTERNATIONAL CORRESPONDENCE SCHOOLS 


INTERNATIONAL BULDINGS, KINGSWAY, 


for details of our 


LONDON, W.C.2 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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Abi to do oma ating emma. | BOOK PRINTING 
a mero A | 
Skegness Official Guide for 1955. Detailed Ee 
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[NERGETIC ADVERTISING MANA- tender ‘ 
; GER with sound experience ail , 
branches including journalism secks 
x change. 
Box 8138 Ad. Weekly 180 Fleet St EC4 
n BACK FROM AMERICA 
Tourist promotion executive, 32, single, 
y 4 yeors in U.S.A., sooks challenging new 
d position in Britain. Advertising, display, : 
: library, bli lath and research ex- arporoug? 
] perience. Studied T.V. basics. Please write MAPS designed and drawn for all 
: —— - ~ t CENTRAL POSITION IN THE WEST . 
f END. Well appointed Office Building 
in exociient order throughout Ploor 
‘ area 4,500 sq, ft Long lease Price 
ee Ce Po : 
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machining, binding end diect mailing, 
wil more then recompense your interes 
in sending ws an enquiry an 
LINCOLNSHIRE CHRONICLE c 
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ADVERTISER'S WEEKLY 


A free 
advertising site 
right in the 


Shop itself... 
REDFERWN 


ADVERTISING RUBBER MATS 


Catch her eye with your message just when she 
is about to buy! No wonder so many leading 
advertisers use Redfern Advertising Rubber 
Mats as the essential ‘reminder medium’ in 
their advertising campaign. These mats are 
welcomed by traders as useful furnishings for 
the shop—that’s why such valuable sites are 
so freely and gladly given. Colourful, perm- 
anent and hardwearing, Redfern Advertising 
Mats can incorporate any trade-name, mark 
or slogan in a variety of colours. 


Ba 


“$62 


DOOR MATS, FLOOR MATS, COIN 
MATS, DARTS MATS, BOWLS MATS je 


Write for folder * An Advertising Manager goes ik 
shopping with a Consumer’. It gives complete de- 
tails and examples in colour of these permanent _ finds 
* point-of-sale’ reminders. Perhaps they could! 
help to solve your sales problem. 


REDFERN’S RUBBER WORKS LIMITED 


wavionat ADVERTISERS’ DIVISION - HYDE - CHESHIRE 


P.s19 Arthur Upton Service 


Published by the 
15, 1954. 


| to be employed still appl 


— STOP 


Tuurspay, Jury 15, 1954 


PRESS — 


CIRCULATION 
FIGURES 


@ Continued from page |0! 
Latest circulation figures: 


“Daily Express” 4,069,211 (Jan. tc 

— 4,133,396 (July to December 
) 

“Sunday Express” 3,243,489 
(3,248,211) 

“Evening Standard” 761,292 
(766,687). 

“Huddersfield Examiner” 26,155 
(26,055). 

“Kent and Sussex Courier” 
44,414 (43,466). 

“Lancaster Guardian” series 
23,446 (23, M1). 

“Morecambe and Heysham 


Visitor” 21,601 (21,659) 


“Norwich Mercury” series 71,539 
(70,667). 

“Oxford Times” 31,812 (31, L560. 

“Rochdale Observer” series 79,288 
(78, 1? 

Helens Reporter” Tuesday 

14,828 (13,128), Friday 32,939 
(31,971). 

“Glamorgan Gazette” 18,353 
(17,693). 

“Jersey Evening Post” 16,116 
(16,060). 
“Ayr Advertiser” 14,860 (14,586). 
wa Garette” 9,995 
( 
see. Independent” 16,099 
( 

“Limerick Weekly Echo” 14,314 
(13,366). 


“Methodist Recorder” 88.652 
(87,860). 

“Radio Review” 157.850 (112,742). 

“Golf Monthly” 10,066 (9,915). 

The “Mid-Sussex Times” figure 
for October 1953, March 1954 is 
13,053—394 above the Aoril-Sept- 
ember, 1953, figure. The “Kilkenny 
People,” April 1953-March 1954 
figure is 8974 an increase of 230 
over the previous 12 months. 


ADS FOR HIRE 
PURCHASE OFFERS 


Spurt in advertising of products 
from which hire purchase restric- 
tions have been lifted may be limited 
by existing capital restrictions. 
Spokesman of Hire Purchase Trade 
Association told “ Advertiser's 
Weekly” that rescinding of hire 
purchase control orders would un- 
doubtedly mean increased demands 
for instalment facilities in certain 
lines. 

“It must not be overlooked 
that the restrictions on the capital 
and some 
retailers may have culty in 
financing the large a of extra 
business which may be offered to 
them. This factor should be kept 
well in mind by those responsible for 

nning advertising campaigns for 

purchase offers.” 


NEW ENERGEN AGENTS 


Lambe & Robinson appointed to 
handle advertising of Energen Foods 
. Ltd., with effect from October 
1, have started planning winter cam- 
icin 


ae 2 oat ICATIONS Ld., at their office at 180 Pieet Street, London, E.C.4 
in England by Keliher, Hudson & Kearns Led., 


(Phone: 
15-17 Hatfields, London, ‘SEA 


Major Hi orén, for 20 2 
aera = I oe 5 


Dag died — Stork 
+ ogy og f° 
Major Torén had f 
visited Britain. 


Copies of “Newsweek” to be dis- 
tributed on Thursdays instead 
Hridays, beginning nex week. 


Regent ’ pietiden 
Society's summer meeting w 

at Home Park Golf Club. Winner 
of new Cecil D. Notley Stableford 
trophy was Jack Fury from Foote, 
Cone & Belding. 


ADS ON LAMP 
POSTS CASE 


on lamp posts at Mablethorpe. 
Def 


business trip. 
new electronic pro- 
> ap gegen 
States in the printing industry. 


ors’ Association hav 
Forbes Fowler as ae 


Chancery 8844) 
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eae « ? : ea 
“ ey 
=F . Judge Dale at Westminster | 
: ihe County Court, gave , i 
em D ty 2% against Parrotts of M : ‘ 
.. ; e Lid., restaurateurs, of Marazion, * - 
4 é. S Cornwall, for £130 and costs in ad- ae: 
; hi. i journed action brought by White & Pi 
‘e4 pn O Carter Ltd., advertising agents. % 
: a. Claim was for cost of advertising = 2 
, —? Ez of their Mablethorpe branch, who be 
e:. ~AS . had entered into an agreement with } 
ve 2 = plaintiffs to place advertisements on \ 
S ‘=. ft eight lamp posts was not entitled a 
c. ts to advertise without permission. 
me, S Plaintiffs, who alleged manager was 
ee y . . et exempted from his order, called 
4 . we ; , pals u him as witness on their behalf. 
: A eS . a Me. oo; Judge said he aagegtes evidence that 
a 5 - a ie en ee « a director of endant company 
7 Gg : aD ee ae at —— had given manager authority to act 
‘s on re ee a ame 4 ae) See on his own initiative in matter of : 
: l,l ne ee 4 advertising. Accordingly agreement § 
BS. os a _ phi. © was valid. : 
4 —— 7s noe re, ——— 
a ae! lc JAIL CLUB 
a . =< bic: 3 Soar hee, ‘ q New Fleet Street luncheon jazz - 
ie > ne = Z club oreanised by Ray Whitam of ‘ 
ia aie - ree — “Daily Mirror” publicity department 
a Po et ee “& j EP —— begins on Friday at Albion Hotel, 
7 — 2s eer ee ’ & Ludgate Circus. Band called Press 
b> 4 a = i Gang includes players from 
fs i a az “Mirror,” “Evening News,” “Even- 
2 ae : ’ .. ing Standard,” Argus Press and 
ME By? ia : “Wireless & Electrical Trader.” 
F ee “ ie = Guests of honour this Friday 
no ‘a 3 q ae : eg Humphrey Lyttelton and Wally 
* d SS BS ~ Fawkes. 
: : Howard Riddell, direc- a 
I Qe ea ay ss | tor of C. & E. Layton Ltd. left , 
-_ Se, tees - | by air for New York en route to 
; wr" . fe a 
ae ——— : “3 ue 
re : he 
ies | LE .— At special meeting of executive a 
“i | at ‘ netting ! 7 
% . , 
: j bor, y a 
. i ! 
— St. Gon Seeoting Co., + ~ ; 
= —e vertising contractors for ? 
oe rh é f yndham’s Theatres Ltd. and pro- 
: eed > /(h\| gramme advertising for Wyndham’s. 
a mA | a ee New and Criterion theatres and for y 
_ ~*~ Sadler's Wells. 
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